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Need to keep 
up-to-date 
with exports 


Smr,—R. A. Smith (January 13) 
has every right to be appalled at 
the lack of interest in the Latin- 
American market. 

Every year the Americans and 
the Germans have been gaining 
a greater footing in this market. 
Many reasons’ have been 
advanced for this, but probably 
the most important reason has 
been that both the Americans 
and the Germans made a deter- 
mined effort to capture a part of 
this market and succeeded, by 
good marketing techniques, after 
a careful study of conditions. 

Before the war there was a 
healthy trade between Britain 
and Latin-America. This trade 
was considerably curtailed by 
hostilities and these countries 
became largely dependent on 
America for their needs. 

somewhat natural, 

that the people in 

these countries became more 

accustomed to the somewhat 

more persuasive methods of the 

Americans and also the American 

ror 8 after the sale. Further- 

more, the Americans regarded 

as customers who should 

be treated as such—and pam- 
pered somewhat. 

After the war shortage of sup- 
plies produced a sellers’ market. 
Gradually the tide turned and 
once again there was competition. 
Once again the customer was 
wooed. The Americans made a 
determined effort to maintain 
the position which they had 
built up, but dollars were and still 
are in short supply with a few 
exceptions. Currency restrictions 
were mainly in ouf favour, but, 
for all that, we found these coun- 
tries difficult markets. 

The customer had been spoilt 
and he didn’t respond to pre-war 
sales methods. He wanted good 


To The Editor... 


service; he wanted, not only 
sympathetic consideration of his 
problems, but prompt action as 
well. He was always kept up to 
date with American developments 
in his own sphere—the American 
exporters saw to that. American 
films and periodicals all helped 
and he was frequently visited by 
American business men. 

The customer saw very little of 
British developments in his own 
field because, although the British 
make the world’s best products, 
we appear to be tdo shy to tell 
the world about them. Conse- 
quently he was more familiar 
with competitive, mainly Ameri- 
can, products. 

The British exporter was faced 
with numerous difficulties, mainly 
of production. He could sell 
whatever he produced but his 
profits were heavily taxed, so if 
these countries were not prepared 
to realise his difficulties there 
were plenty of others who under- 
stood the situation and were not 
so particular. 

All this proves, of course, that 
we have not moved with the 
times in terms of marketing in 


THIS WEEK 
Copytaster selects his ad of the 
year—page 16. 

NEXT WEEK 
Photograph of the Month. 


competitive overseas markets. 
We need to study our prospec- 
tive customers’ needs and the 
means of securing new customers. 
We need to publicise British 
goods abroad in a better way— 
we must approach these markets 
in a more imaginative way, and 
as Mr. Smith says, wake up 
before it is too late. 

ADAM 


Sackville Street, 
London, W.1. 


JOHNSTONE. 


Kiched around 


Sir,—As the F.A. Cup rounds 
proceed and interest increases, I 
hope your readers will spare a 
thought on Cup Final day for us 
unfortunate advertising students 
taking exams. 

The powers-that-be have 
selected the afternoon of Satur- 
day, May 5, to put through their 
paces those students in the final 
stage of the AA Diploma, and 
Joint Intermediate examinees 
taking reproduction. 

Let’s hope enough disinterested 
invigilators can be found. 

SocceR FAN. 
(Name and address supplied). 


Some need for 


secrecy 


Sm,—R. Lonsdale Hands 
(January 20) comments on the 
need for the “ever-open door 
to visitors from abroad.” It 
has always been our licy to 
give an unreserved welcome to 
visitors from overseas, and afford 
them any information they may 
desire. We understand this atti- 
tude is general in the printing, 
and many other, industries in 
this country. 

No company can, however, be 
so free with information to visi- 
tors from another concern work- 
ing in the same field in its own 
country. This would lead to a 
breach of confidence and the be- 
trayal of customers’ interests. 

An advertising agency, for in- 
stance, however proud of its 
achievements, which opened its 
books for inspection to visitors 
and revealed the annual appro- 
priations of its clients would not 
be in business for long ! 

Possibly Mr. Lonsdale Hands’ 
opinions are based on the atti- 
tude of British companies to 
British visitors which must neces- 
sarily be somewhat reserved, 
rather than the attitude of British 
concerns to overseas visitors. 

LAWRENCE F. Wass, 
Director. 
Wass, Pritchard & Co., Ltd. 


Direct mailing 
on target 


Sir,—I read with great interest 
Copytaster’s reference (Decem- 
ber 30) to the Acousticon hear- 
ing-aid advertisement. As I 
myself sometimes use an aid 
which, happily, makes me fully 
capable, I think few people, other 
than those similarly placed, can 
fully appreciate the magnificent 
work done by technicians in this 
field, in developing means for the 
deaf to partake of a full and 
active life. 

But I confirm that the 
Acousticon people are right on 
the ball with direct mail to 
potential customers. 

This week I received literature 
from them, including an attrac- 
tive brochure and, forsooth, a 
reprint of Copytaster’s article. 
(They could not, of course, 
know that I am an advertising 
man and had previously read it. 
I wonder if Copytaster also re- 
ceived a reprint of his own 
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article 7?) The point is, however, 
that they had retained my name 
from my casual enquiry of years 
previously. 

DENNIS TOMKINSON. 
Walsall, Staffs. 


Single-spaced 
handouts 


Sir,—May I make yet another 
appeal to British press officers 
attached to industrial promotion 
groups and other bodies to sub- 
mit their copy in accordance with 
normal editorial practice? 

I have just finished sub-editing 
a piece dealing with a recent 
British exhibition. The copy was 
backed ; single-spaced; duplicated 
on vile, absorbent paper, with 
margins of about half an inch; 
and was liberally interlarded 
with underlinings in places where 
no newspaper or magazine ever 
has (or ever will) set italic. 

ALAN YATES, 
Managing editor. 
Ramsay, Son & Parker (Pty.), 
Ltd., Cape Town. 


Coat of ‘Arms 


instructions 


Sm,—Tom Parkes (Decem- 
ber 30) is wrong to suggest that 
there is a faux pas in the Black 
and White whisky advertisement. 

Instructions issued to Royal 
Warrant holders make it clear 
that the Coat of Arms need not 
be placed at the top of the adver- 
tisement. The instructions are 
that it should be placed above 
the name and address of the firm, 
though it does not have to be 
immediately above the name, 
wherever this may appear in the 
advertisement space. Thus the 
Coat of Arms may be at the top, 
bottom or in the middle of the 
advertisement. 

KEITH FRASER, 


Director. 
Tailor & Cutter Ltd. 


LEWIS KNIGHT & COMPANY 
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RIC LINKLATER, C.B.E., LL.D., T.D., has been a medical 
student, a private in The Black Watch, assistant 
editor of an Indian newspaper, a Major in the Royal 
Engineers, and Rector of Aberdeen University. The 
first of his many famous novels was published in 1929. 
He has also written several plays, and brought Socrates 
and Rabelais up to date. He lives in Easter Ross. 
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“My Daily Mail’ ty eric LinkiaTer 


LIKE THINGS that are well made—chairs and 
houses, minds and bodies, books—and news- 
papers. That’s why I like the Daily Mail. 

I know a little about newspapers, because I 
worked on one for a couple of years, and when 
I look at a paper I look not only at the news, but 
at how it has been selected and how it has been 
presented. And with the Daily Mail I always 
feel: Here is a craftsman’s job, expertly done by 
people who knew what they were about. 

I like the leaders—not all of them, of course, 
because a paper that printed nothing but ‘likeable’ 
leaders wouldn’t be worth reading. But the Daily 
Mail’s leader-writers score high marks for common 
sense, and often their common sense is very force- 


fully and boldly expressed. And when I read a good 
bold editorial paragraph I am reminded of the Daily 
Mail’s historical boldness, when it did so much, 
and spent so much, for the young art of aviation. 


The feature writers are always interesting. Don 
Iddon is a match even for the exuberance and un- 
ceasing variety of America, and Peter Quennell is 
an excellent judge of form and performance in the 
literary world. I don’t know much about racing 
and football, but if the writers on these are as 
expert as Quennell in his field, then your racing 
readers ought to do well indeed, and your football 
readers know all they need to know. 


If you want a complaint, it is that there’s not 


enough Illingworth. 
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HULTON SURPRISE: COLOUR SUNDAY 


AFTER WEEK OF CHAOS, AND WORSE TO COME— 


Fear of print stoppage in 
London area grows 


After a week of scrambling through reduced issues in the face of 


the print workers’ work-to-rule and limited overtime 


restrictions, 


periodicals and provincial newspapers face further paging cuts next 


week. 

The latest complication is the 
calling by the London Typo- 
graphical Society of a mass meet- 
ing at the Albert Hall next Tues- 
day. It is understood that one in 
three compositors and machine 
minders will attend on this vital 
production day. 

As we went to press fears were 
growing of a stoppage in the 
London area, although a spokes- 
man of the LTS said: “It is too 
early to speak of future develop- 
ments.” 

Latest move by the master 
printers was to advise the 
Minister of Labour of the situa- 
tion in London. 

The next step could be the call- 
ing of a conciliation committee 
meeting by the Joint Industrial 


SORRY IF WE 
ARE LATE 


Owing to printing difficulti¢s 
some copies of this issue of 
ADVERTISER'S WEEKLY may reach 
readers late. We regret any 
inconvenience caused by circum- 
stances which are beyond our 
control. 


Council, but this would depend 
on the resumption of normal 
working. 

The dispute between the News- 
paper Society and BFMP and the 
TA had been referred to the 
Ministry last week by the em- 
ployers and talks with union 
leaders were expected. 

The effects on publishing and 
advertising varied from house to 
house, but the overall picture in 
mid-week was one of mounting 
difficulties. 

Odhams Press, for example, re- 
ported this week that the sizes of 


their national magazines were 
not yet affected, owing to their 
advance printing schedule. 

But some trade journals were 
hit—Melody Maker was already 
down to eight pages last week— 
and an Odhams spokesman said 
that if the difficulties were pro- 
longed, further delays and cuts 
were inevitable. 

A change in the size and 
format of Houseproud coincided 
with the dispute, and it was not 
possible to produce the January 
issue. The next issue dated 
January/February will be ready 
shortly. 

A spokesman of a large pro- 
vincial publishing firm said that 
some provincial papers were 
having a “shocking time.” In 
some cases the publication of 
special features and supplements 
for provincial papers in his 
group have been cancelled. 

“Disturbing effects” of the dis- 
pute have been reported by a 
Federation of Master Process 
Engravers’ spokesman, who said 

@ Continued in Stop Press 
, — ® 
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NEWSPRINT 
‘RATIONED 
TILL 1957’ 


Fears that the statuto 
rationing of newsprint will 
continue until at least the end 
of the year have been ex- 
pressed by newsprint experts. 

A newsprint executive of a 
leading Fleet Street newspaper 
group, denying a rumour that 
one of his papers was plan- 
ning to increase its size to 12 
pages, said he doubted whether 
the proposed voluntary ration- 
ing scheme, to be operated by 
the newspapers themselves on 
a “fair shares’ basis, would 
come into effect in March. 

“All the indications are that 
Government control will con- 
tinue until December 31.” 

F. P. Bishop, general man- 
ager of the Newsprint Supply 
Company, said this week: “The 
Government's decision is now 
being awaited. Control in 
some form will probably 
continue.” 


P & D in Birmingham 


Pearl & Dean Ltd. on Tuesday 
opened a branch office at Beau- 
fort House, Newhall Street, Bir- 
mingham, with a showing of the 
1955 Advertising Festival prize- 
winning films. 


‘Work begun 
on big 
new project’ 


FULTON PRESS pro- 
vided the sensation—and 
one of the few sparks of 
optimism—in a troubled pub- 
lishing world this week with 
a terse announcement of 
plans to publish a new Sun- 
day newspaper in colour. 

A statement issued on Tuesday 
evening said : 

“Following persistent rumours 
of new developments at Hulton 
Press, Vernon Holding, general 
manager, confirms that a big new 
project is under consideration. 


Dummy being prepared 

“Preliminary work has 
already begun on the prepara- 
tion of the dummy for the first 

Sunday newspaper in colour.” 

Mr. Holding would give no 
further information, but he added 
that he hoped to be in a position 
to make a more detailed an- 
nouncement “within the next few 
days.” 

Recent rumours about Hulton 
plans have mentioned a variety of 
journals, including one for 
women and another for children. 

Hulton Press are expected to 
occupy their new Fleet Street 
offices some time during the 
summer. 
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ABC figures show fa 


in nationals’ sales 


‘DAILY SKETCH’ OVER THE MILLION 


Many of the latest ABC figures (July-December, 1955) for 
the national papers are showing drops in sales, not merely on 
those for the January-June, 1955 period, but also on those for 


July-December, 1954. 


ne advance is that made by the Daily Sketch, which, from 
950,286 six months ago, has increased its sales to over the 


million mark at 1,047,090. 


Last August the News Chronicle, Daily Herald, and Daily 
Mirror increased their selling price from 14d. to 2d. and the 


Daily Worker from 2d. to 24d. 


The design of this year’s poster for 

Lytham St. Annes, which will be 

seen on railway stations throughout 
the country 


‘Burnley Express & 


News’ ad rate 


The Saturday display rate of 
the Burnley Express and News 
(Provincial Newspapers Ltd.) will 
be increased on February 13 from 
10s, to Ils. 6d. s.c.i, (not Ils., as 
stated last week). 


Latest list of ABC figures is 
given in columns 3 and 4. Other 
circulation figures not included in 
the table are below. 

Paisley and Renfrewshire Gazette 
and Barrhead News (year to 
31.12.54) 11,120, (year to 31.12.55) 
10,675. Finchley Press (year to 
31.12.54) 8,401, (year to 31.12.55) 
8,584. Hackney Gazette and North 
London Advertiser, Monday, 
Wednesday and Friday editions 
(each) (year to 31.12.54) 30,355, 
(year to 31.12.55) 30,703. Irish 
Catholic (new ABC member) 49,349. 
Bridlington Free Press r to 
31.12.54) 10,413, (year to 31.12.55) 
10,717. Merthyr Express, Ponty- 
pridd Observer and Rhondda Leader 
series (year to 31.12.54) 61,082, 
(year to 31.12.55) 62,050. Scar- 
borough Mercury series (year to 
31.12.54) 38,165, (year to 31.12.55) 
38,773. Wellington Journal and 
Shrewsbury News (year to 31.12.54) 
50 to 31.12.55) - 


July - December, 1955). 


Argus sales up 


Subject to ABC confirmation 
the July to December, 1955, net 
sales of True Story/True 
Romances (Argus Press Ltd.) 
exceeded 524,000, compared with 
481,000 for January to June. 

Photoplay’s July to December 
figure is 252,005, nearly 2,000 up 
on January to June’s 250,012. 


Associated Newspapers cut hig-space 
rates for ‘Daily Sketch,’ ‘Evening News’ 


papers have been announced by 
Associated Newspapers Ltd. this 
week. Both the “Daily Sketch” 
and the “Evening News” have re- 
duced their big-space advertise- 
ment rates with effect from 
February 1 in order to make their 
rates “more competitive.” 

In the “Evening News” a full 


works out at £15 per single 
Other rates: half- 

450 (£1,500) (£16 9s. 6d. 
by three 


(£16 per sci). Eight inch by two 
columns, leader: £320 (£350) (£20 
per sci). 


A “Daily Sketch” full page, 


inches by four: £360 (£400). (£9 
per sci). 

Half - page (page three): 

£464 12s. 6d. (£504). (f (£9 per sci). 

four- 

£531; three- 

All spaces above 10 in. by 4 in. 

will get these preferential rates. 

Below 10 in. by 4 in. the rates 
will be unchanged. 


1955 


LATEST NET CIRCULATIONS | /#¥-Dec., | Jan-June, July-Dec., 


The Times... 

Daily Mail 

Daily Mirror 

Daily Sketch & Daily Graphic 
Daily Worker .. 

Financial Times .. 

Sunday Dispatch 

Sunday Pictorial 

Midweek Reveille 

Week-end Reveille 

Week-end Mail... 

Daily Herald 

People “a 

Sporting Life 

Illustrated ... 

John Bull... 

Picturegoer 

Evening News 

Bulletin, Glasgow 

Glasgow Herald... _... 
Evening Times, Glasgow 
Tweeddale Press group wah 
Impartial Reporter, Enniskillen os 
Limerick Leader :— 


ce a ee te oe | —————— 


ms : 220,064 | 


221,972 217,903 
| 2,068,167 | 2,073 766 
4,725,122 | 4,694,042 


Monday and Wednesday otitiom, =a | 


Friday edition co 
Hendon & Finchley Times series . 


Tottenham & Edmonton as series . 2 


Sunderland Echo i 
Ashton-under-Lyne Reporter roup 


Barnsley Chronicle & S. Yor —_ Nene ad 


Coalville Times . 

Cumberland News 

Newark Advertiser ‘ 

North Wales Weekly News ‘series 

Blackwood’s Magazine oie de 

Craven Herald & Pioneer ... 

Free Press of Monmouthshire 

Western Morning News ° 

Coventry Evening Telegraph : 

West Lancashire Evening —— 

Western Evening Herald xe 

Birkenhead News series 

Blackpool Gazette series... ; 

Blyth News & Ashington Post :— 
Monday edition : ‘ 
Thursday edition 

Caernarvon Herald series 

Chatham News series.. oe 

Cornish Guardian, eight editions . se 

Cornishman, Penzance 


Coventry Standard & Warwickshire County 


News; aper 
Derbyshire Times 
Derbyshire Times series 
East Kent Gazette... 
Gravesend & Dartford Repé 


Herts Advertiser & St. A ~ ae z 


Hinckley Times & Guardian 
Isle of Thanet Gazette ‘ 
Isle of Wight County Press 
Kent Messenger group :— 

Kent Messenger series 

South Eastern Gazette 

Chatham Observer ... 
Kentish Times series ... 
Maidenhead Advertiser ‘ ste, 
Somerset County Gazette series ... 
Stafford & Mid-Staffs. Newsletter 


Surrey Advertiser & C. way Times :— * 


Wednesday edition.. 
Saturday edition .. 
West Herts. & Watford Observer 


West Somerset Free Press e Minehead 


Advertiser 
Radio Review 


Jewish Observer & Middle East Review.. ma 
<7 66,745 | 


New Statesman & Nation ... 
Spread Eagle : 
Angling Times ... 


: 
| 


| 
12/949 | 
11,437 | 
34,276 | 
| 


5 
141,722 
15,430 | 


11,896 | 


- | 82,007 


Biggest display of British bia 


The first National Nylon Trade 
Fair will be held at the Royal 
Albert Hall from Monday to 
Friday, February 6 to 10. It is 
described by the organisers as the 
largest display of British nylon 
goods ever shown under one roof. 

More than 60 firms will be ex- 
hibiting their latest products. 


Fashion parades will be held each 
morning and afternoon. Models 
will show nylon dresses, lingerie, 
swimsuits and sportswear. 

The Fair is sponsored by 
British Nylon Spinners, Ltd., and 
is organised by the exhibitions 
department of National Trade 
Press Ltd. 
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a i 4753-41 
' vee see | 4,753,415 
a a | 882,397 MOST. e80 Ot rt 
; oe 80,575 | 83,422 | ° 77,108 
om a OS] hme | | 18983 | 81767 
ve ane | 2,644,921 | 2,549,228 | 2,467,084 
" vs see | 5,543,818 | 5,539,442 | 5,600,642 
os cave | 1,657,598 | 1,588,133 | 1,519,167 : 
a vase | 3434,561 | 3,233,950 | 2,940,449 
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a e 3,009 | 2,797 2,773 
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IPA DIRECTOR RESIGNS TO JOIN AGENCY 
O’Connor takes over on March 31: Drummond Armstrong on CPV board 


wn a aa 


Drummond Armstrong service in North Africa and Italy. 


Mr. Armstrong 
tice after eight years with adv 


sional bodies, for before joining the IPA in 
1952 he was director-general of the Advertising 


Association for four years. 


Nuts Co., 


In 1937 Mr. homesna ee launched with George 
the 


it was interrupted by war service, Mr. 
strong being commissioned in the RASC in 
1940, reaching the rank of lieutenant-colonel 
when he was demobilised in 1945. 

Before helping to set up Armstrong-Warden, 
Ltd., he had been advertising manager of Grape- 
Ltd.—the British branch of the 
General Food Corporation of America—and 
advertising manager of Courtaulds Ltd. 


profes- 


J. P. O'Connor 


‘Your power spells danger’ Brian MacCabe 


| D <pATCH 


NO STAMP 
REQUIRED 


This advertisement reply box for 
readers of the Birmingham “‘Even- 
ing Despatch” has been placed out- 
side a newsagent’s shop in Kings 
Road, Kingstanding. The replies 
are collected early every day and 
taken to the head office where they 
are sorted. Boxes in other parts of 
the city will be erected if this 
experiment is s successful. 


Report on soap 


packaging 

The marking of prepacked 
soaps and other detergents with 
the weight or measure of their 
contents is one of the recom- 
mendations contained in the 
Report of the Committee on 
Weights and Measures Legisla- 
tion now being considered by the 
President of the Board of Trade 
with a view to introducing new 
legislation. 


Colston appointment 


Richard Lonsdale-Hands Asso- 
ciates have been appointed as 
consultants and stylists to Charles 
Colston Ltd. First of a range of 
new domestic appliances will be 
marketed towards the end of this 

year. Others are scheduled to 
follow early in 1957—“when pro- 
duction is expected to be on a 
considerable scale,” says a state- 
ment issued this week. 


tells research men 
‘GIVE COMMERCIAL TV CHANCE’ HE ASKS 


@ You are potentially dangerous, because you are potenti- 


ally powerful. 


In fact, some of you are already powerful 
and therefore, probably already dangerous. 


Just how dan- 


gerous you will become will depend almost entirely on what 

sense of responsibility you have. ® 

With these words, Brian MacCabe, chairman and managing director 
of Foote, Cone & Belding opened a speech to a luncheon meeting of 
the Market Research Society last week. He was speaking on “The 
Value and Limitations of Market Research in an Advertising Agency.” 


He said: “I know some of you 
here have a very strong sense of 
responsibility, but I think perhaps 
some of you haven't. 

“What the ratio is between the 
two, I have no idea, but in that 
ratio lies the answer—the answer 
as to whether, as a group of 
specialists, you are a blessing or 
a menace.” 

Business was ceasing to be a 
matter of unsupported guesses, he 
said. The days in which men 
worked on hunches were coming 
to an end. To-day’s business men 
wanted to know as much as they 
could economically find out. 

They wanted to know whether 
they were making the right pro- 
duct, what the market was, 
whether their distribution was 
right, and whether their advertis- 
ing was right. Agencies also 
were relying more and more on 
research, and the day of the 
purely copy and layout agency 
had finished. 


Effect on TV 


Mr. MacCabe spoke of the 
amount of detailed research that 
was being carried out in the com- 
mercial television field. 

“I think we are all trying to 
research the life out of the poor 
wretched infant. It is not yet 
four months old; it can’t even 
walk, let alone talk, and we are 
demanding that it justifies its 
existence from every possible 
point of view. 


“We are demanding to know 
what it is doing and — 
who is watching it do it for every 
second of its conscious day for 
every day of the year. To do the 
equivalent to a newspaper would 
be to demand to know the 
readership composition of every 
ts a of every page of every 
issu 

Mr. MacCabe continued: “Now 
we are asking how much it has 
increased sales—and even how 
much a commercial will increase 
sales before it has appeared. This 
—while the public are still re- 
garding it as a curious novelty. 

“Of course we want certain 
basic information—of course the 
other information will one day 
be invaluable, but really—after 
only four months! Let’s give it 
time to breathe!” 


LPE start work 
on IPA survey 


on for the Institute 

of Practitioners in Advertis- 
ing’s 1956 National Reader- 
ship Survey have now been 
considered 


The appointed agency for 
Ltd., has commenced work on 


@ Field work in the 1955 
IPA Readership Survey was 
interrupted by the news 
paper strike, and resumption 
delayed by the rail strike and 
the General Election. It was 
finally decided not to continue 
with the Survey. 


New Derby PR firm 


New PR firm is Midland Public 
Relations, of Victoria Street, 
Derby. The firm says’that it will 
specialise in the preparation of 
magazines, periodicals, brochures, 
booklets and the arranging of 
press material. It also has its own 
photographic staff. Manager of 
the firm is Stuart Wilkinson. 


‘Advertise home eggs’ says editor 


Advertising of home eggs was 
advocated by William Adair, 
editor of Farming News, when 
he spoke to Dundee National 
Farmers’ Union last week. 


This, he suggested, was one 
important line of action which an 
egg marketing scheme, like that 
promoted by the National 
Farmers’ Union, could initiate. 


“Producers may not see the 
need to advertise home ¢ to- 
day, because demand is oe 
said Mr. Adair, “but if more im- 
ports arrive to compete with 


home-produced eggs, the need to 
advertise will soon assert itself. 

“Over the past year, imported 
eggs have amounted to little more 
than ten per cent of supplies. 

“Yet one of the sources of 
these imports, Australia, has had 
the enterprise to advertise. 

“It seems incredible that home 
producers, who supply 90 per 
cent of the market, have no ad- 
vertising campaign. 

A very small levy on the £100 
million value of British eggs 
would cover outlays for the ad- 
vertising campaigns, he said. 
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Flexello Castors and Wheels Ltd. 
have produced this new point-of-sale 
cut-out display for ironmongers and 
hardware stores. It is printed in 
four colours. Agents for Flexello 
are Dudley Turner and Vincent Lid. 


New monthly in 
Irish ‘may 
eventually fold’ 


An Irish-language newspaper, 
the first of its kind ever produced 
in Ireland, is now on sale in the 
“Gaeltacht” or  Irish-speaking, 
areas of the country. 

Eight-thousand copies of the 
newspaper, Amarach (T o- 
morrow), at 3d. a ‘copy, were 
distributed in 36 parishes on the 
Southern and Western seaboards. 

Published by Muintir Na 
Gaeltachta, an association set up 
to improve conditions in the 
under-developed Gaeltacht areas, 
and printed by The Kerryman 
Ltd., Tralee, the eight-page 
monthly is edited by a 40-year- 
old schoolteacher, Peadar 
O’Ceallaigh. 

The paper, which may become 
a weekly or fortnightly within a 
year if demand is good, will not 
make money. 

“There is no possibility that 
the paper could be a financial 
success,” Mr. O’Ceallaigh said. 
“The Government, which sub- 
sidises other Irish-language 
periodicals, turned us down flat. 

“Advertising for the first issue 
was good, and subscriptions may 
keep us going for some time. 
But if we do not get outside help. 
the paper will eventually fold.” 


Weekly page in Irish 


A new “ learn Irish” plan was 
launched by the Irish provincial 
weekly, the Connacht Tribune, 
in last week's issue. A full page 
of Irish news is to be given in 
each issue. 

Advertisements in 
also being included. 


Irish are 


BSPA meeting 

The January meeting of the 
British Sales Promotion Associa- 
tion was told by R. G. Bushell, 
a director of the Hertfordshire 
Mercury, that all sections of the 
free press had their part. to play 
in preserving a free society. 


‘ADVERTISERS 
KNOW VALUE 
OF ARTISTS’ 


Big advertisers understood the 
value of the services of trained 
artists, Professor Sir E. 
Richardson, president of the 
Royal Academy, said when open- 
ing the fourth Courier Exhibition 
of Fine Art at the Galleries of 
the Royal Society of Painters in 
Water-colours, last week. 

He described the brewers and 
also the publishers—led by 
Courier—as the patrons of art 
to-day. 

At the opening ceremony Lord 
Semplill described Norman Kark, 
publisher of Courier, as “a man 
with a burning sense of mission.” 
He himself, in his travels, had 
found that Courier was known all 
over the world. 

A commercial TV film was 
made of the proceedings, at 
which Professor Richardson was 
presented with a bound copy of 
Courier and a_ three-cornered 
Georgian hat. 

The 271 exhibits are the extra- 
occupational work of people 
engaged in journalism, advertis- 
ing and publishing. Comprising 
portraits, nudes, seascapes, land- 
scapes, industrial scenes, churches, 
mother and child studies, riverside 
views, and carvings including a 
decorative Perspex screen, they 
were warmly commended by Pro- 
fessor Richardson. 

The exhibition 
until Saturday. 


remains open 


1955 exhibitors 
book again 

The second International 
Building and Public Works Ex- 
hibition will be held in the Park 
St. Cloud, Paris, June 16-28, 

R. C. Liebman, London repre- 
sentative, said at a press confer- 
ence that 94 per cent of last year’s 
350 exhibitors had already 
booked their space again. 


Sport theme for 


A recommendation that the Isle 
of Man “should be advertised 
and developed as the Island of 
Sport” has been made by the 
Commission on the Visiting In- 
dustry, set up to report on the 
future development of the holi- 
day industry in the Isle of Man. 

The Commission recommends 
the establishment of a casino, and 
its other recommendations 
include : 

Visitors should be encouraged 
during May, June and Septem- 
ber; research must be undertaken 
to discover and establish new 
markets while still developing 
existing ones. 

Efforts must be made to im- 
prove travelling conditions to 
and from the island. 


First-class entertainment must 
be provided for a longer period. 


The British Transport Commission 
have installed a new series of 
street-window displays at the 
London Headquarters of their 
Commercial Advertising Service, 
Cranbourn Chambers, Leicester 
Square Station, W.C.2. 

The displays are designed to show 
how the interest of British Trans- 
port travellers on their way to 
work, shopping or recreation, is 
aroused by advertisements. 

Three windows in Charing Cross 
Road consecutively illustrate the 
theme by following the movements 
of a typical working girl, Mary 
Cassell, in Bristol. “Like 41 per 
cent. of the city's adults, she uses 
the bus and is influenced by a 
range of advertisements in and 
on the vehicles,’ says the display. 

In the three windows in Cranbourn 
Street, the display is developed on 
more general lines for the Under- 
ground. It emphasises how adver- 
tising on stations and in carriages 
“keeps all types of people well 
informed.” 

The displays were carried out for 
the publicity division of the 
British Transport Commission by 
London Press Exchange Ltd., and 
their associate, Publicity Arts Ltd. 
The designs were by Kenneth 
Pick, the themes by  Bethell 
Jones, and the photographs by 
Ronald Adams. 


Exams closing 


Next Tuesday, January 31, is 
the last day on which entry forms 
for the Institute of Practitioners 
in Advertising’s examinations this 
year can be accepted. 


f 
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Gift offers ‘are 
dangerous to 


retailers’ 


The Drapers’ Chamber of 
Trade has condemned gift offers 
of textile goods, whether made by 
manufacturers of soap, deter- 
gents, and other consumer goods, 
or by newspapers and periodicals. 

The Chamber has accepted its 
merchandise committee’s report 
condemning offers by manufac- 
turers of gifts or the sale at “ sup- 
posedly favourable prices” of 
such articles as stockings, towels, 
and dusters. 

The report comments: 

“Those who promote such 
schemes, both manufacturers and 
advertising agents, have been left 
in no doubt as to the views which 
retailers hold of this invasion of 
their legitimate province.” 

The report describes as “ even 
more dangerous to the retail 
trade,” gift offers by newspapers 
and periodicals of cut-out frocks, 
overalls, etc. 

“In our view it is most unde- 
sirable for periodicals to engage 
in retail sale in this way,” it 
states. ““ Consultations have taken 
place with other leading organisa- 
tions to take action to discourage 
such schemes and to make the 
views of traders widely known.” 


Isle of Man publicity is planned 


The powers of the Tourist 
Board are far too narrow and 
should be considerably widened. 

Greater use should be made of 
the Manx language in street 
names and public notices to foster 
in the holidaymakers’ minds the 
impression they are somewhere 
“different.” Greater use should 
be made of Manx ceremonies, 
such as Tynwald, and Manx 
showpieces. 

More information panels are 
also advocated. 

An expenditure of £3 to £4 
million is envisaged by the Com- 
mission, involving Manx Govern- 
ment aid, and it is suggested that 
the Tourist Board—which con- 
ducts the island’s advertising 
campaigns—should be  respon- 
sible for carrying out the recom- 
mendations, if approved, to- 
gether “with the initiation, super- 


vision and discharge of all other 
activities which might be deemed 
necessary for the successful pro- 
motion, control, and develop- 
ment of the tourist industry.” 


To do this the Tourist Board 
should be required to engage 
extra staffs, including technical 
experts, as necessary. 

Last year 584,528 visitors went 
to the island. Their total expen- 
diture, including fares, was £9 
million. In the past four years 
the volume of traffic has 
declined by three per cent. In 
other parts of Europe this trade 
has been increasing, in parts by 
as much as 10 per cent. 


If ‘the Commission’s recom- 
mendations are adopted, it is 
expected that Manx advertising 
on the mainland will be stepped 
up appreciably. 
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Granada to pay discount on commercial 
TV spot series 


FIRST RATES WILL BE INCREASED 


WHEN SECOND STATION OPENS 


Commercial television advertisement rates for the Northern 
Region have now been announced by Granada TV Network 
Ltd. (mid-week) and ABC Television Ltd. (week-end). 

In each case the rates for the first transmission station area 
(Winter Hill), which comes into operation in May, will be 
succeeded by a higher combined rate for the whole region 
when the Emsley Moor transmitter starts up in October. 


Feature of the Granada rates is 
the offer of four different kinds 
of discounts: for series bookings; 
on the basis of the annual volume 
of advertising; for contracts com- 
bining AAA and A time; and for 
quick payment. 

At a press conference on Tues- 
day, Alex Anson, Granada’s dir- 
ector of sales and advertising, 
stressed other features. 

One is that AAA time adver- 
tisers will now be able to specify 
the time they want to within half 
an hour. Another is that, to 
accommodate even the smallest 
advertisers, the cost for some of 
the time signal spots during the 
first transmission period will be 
as low as £50. 

Granada will broadcast pro- 
grammes covering events of major 
interest outside their regular 
hours of broadcasting ; to these, 
A time rates will generally apply. 


Live magazines 


Subject to demand, advertising 
magazines will be in A _ time, 
and will generally be live pro- 
grammes. Minimum particiva- 
tion will be 60 seconds, for which 
the rate is £150 for the first 
transmission and £250 for the 
total region. For longer than 60 
seconds, participation is pro rata. 

Advertising features (A_ time) 
minimum rate will be £1,500 for 
15-minute programmes, including 
normal production costs. 

The series discounts (non- 
cancellable contracts for adver- 
tising spots) for 15-second, 
30-second, and 60-second spots 
will be as follows: 13 consecutive 
weeks: 15 seconds, 14 per cent; 
30 seconds, 24 per cent; 60 
seconds, 5 per cent. Twenty-six 
consecutive weeks: 24 per cent; 
5 per cent, 10 per cent. Thirty- 
nine consecutive weeks: 34 per 
cent, 74 per cent, 124 per cent. 
Fifty-two consecutive weeks, 5 
per cent, 10 per cent, 15 per cent. 

The annual volume discounts 
net value not less than 
£15,000, a discount of 1 per 
cent; £20,000, 14 per cent; 
£30,000, 13 per cent; £50,000, 2 
per cent. 

An advertiser contracting for 
a minimum of 64 minutes AAA 
time is entitled to book A time 
spots during the period of his 
AAA time at a discount of 33 per 
cent. 


For payment within seven days 
of transmission there will be a 
discount of 24 per cent; 14 days, 
1} per cent. 

ABC Television rates for the 
weekend transmissions (for 15- 
second, 30-second, and 60-second 
spots respectively) are as follows: 

For first transmission area: A 
time, £105, £160, £230 ; AA times, 
£175, £275, £390. AAA time, 
£295, £455, £650. 


Combined rate for the Region: 
A time, £160, £245, £355. AA 
time, £270, £425, £600. AAA 
time, £450, £700, £1,000. 

Granada rates are below. 


ITA limit use of 


delivered immediately before, 
— or during natural breaks 

programmes by —_— 
path those 


grammes. 

It states that as such a 
may be taken by viewers to 
imply that the programmes 
themselves have been supplied 


live commercials 


Authority itself knows per- 
fectly well that there is no 


lished by 2 Act becomes 
better known, the Authority 
will certainly willing to 


New TV company 


A new company called Tele- 
phone Shopping Ltd. has been 
formed by Alfred Pemberton 
Ltd., “to carry on the business 
of agents for the sale of geods 
advertised upon television, over 
the radio, in films and by way 
of any advertising medium what- 
soever, and to act as dealers in 
such goods for mail order sales.” 

A spokesman at Alfred Pem- 
berton’s said on Tuesdav that 
no details could be released. 


_GRANADA TIME CLASSES 


| : 2 as 3 | a 5 6 | 7 | 8 | 9 
5.00 | 6.00 | 7.00 | 7.25 | 7.55 | 30 9.00 | 9.35 | 10.00 
Time to to to to | to to to to to 
Sections | 6.00 | 7.00 | 7.25 | 7.55 | 8.30 | | 9.00 | 9.35 | 10.00 | 10.30 
p.m. | p.m. | p.m. | p.m. | p.m. | p.m. p.m. | p.m. | p.m. 
a en A aT pe ST ane HES —_——— 
Monday . A a A |AAA/|AAA AAA| AAA! AA ° 
Tuesday . A ms A | AAA)! AAA AAA AAA| AA bg 
| 9. 35 | . oe 
to 
10.05 10.30 
| p.m. | p.m. 
Wednesday} A — | AA | AAA}! AAA}! AAA! AAA! AA A 
Thursday... | A — | AA | AAA|AAA| AAA} AAA! AA A 
Friday .. A — | AA | AAA! AAA! AAA) AAA) AAA! AA 
* No broadcasting. 
GRANADA TIME RATES 
30 Second 60 Second 15 Second 
Basic SSevtiing Advertising Spot Advertising Spot 
pot 
First Total First Total First Total 
, trans- |Northern| trans- | Northern; trans- | Northern 
Time Class ' missions ' region | missions! region | missions ' region 
£ £ £ £ 
oS 185 310 275 | 465 120 200 
[ae oe 300 500 450 | 750 190 315 
AAA | 460 765 690 1,150 295 490 
Note: Any advertising spots shorter than 30 seconds—pro rata to the 


15 —— rate. Any advertising spots longer than 60 seconds—pro rata 


to the 60 seconds rate. 


GRANADA TIME SIGNAL SPOTS 


5 6 7 8 9 10 Whole 
p.m. | p.m. | p.m. | p.m. | p.m. | p.m. | Day 
£ £ £ £ £ £ £ 
First transmissions 50 50 50 85 95 50 350 
Total Northern region... 75 75 75 | 125 | 135 75 500 


Alan Whitworth 
opens Smee’s 
rew cinema 


A new cinema equipped with 
35 mm and 16 mm film projec- 
tors, a television camera in closed 
circuit, a tape recorder, slide pro- 
jector and other facilities, was 
opened at the offices of Smee’s 
Advertising Ltd. London, on 
Friday evening. 

Alan Whitworth, director, In- 
corporated Society of British Ad- 
vertisers, who officially opened 
the theatre by cutting a tape 
across the screen, said that it was 
a manifestation of the progressive 
outlook of some London agen- 
cies, in particular, towards the 
television medium. 

Subsequently a number of TV 
commercials and cinema shorts 
were shown. The guests, who in- 
cluded a number of film, TV, and 
advertising notabilities, were wel- 
comed by E. A. Smee, chairman 
and managing director. 

The décor and general layout 
of the theatre were designed by 
members of the agency. Wallace 


S. Sharps is manager of Smee’s 
television and film department. 


Alan Whitworth opens the new 
theatre at Smee's Advertising. 


Rally TV spots 


Five-second still TV spots 
were booked with Associated- 
Rediffusion Ltd. on Monday by 
Jaguar, Sunbeam-Talbot, Austin 
and Trico-Falbert to tie in with 
the Monte Carlo Rally results. 


They appeared the same evening. 
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NEW PRIVATE CINEMA OPENED 


‘SHOP’ INTENDED FOR THE 
REGIONAL ADVERTISER 


A new cinema at the Hill Street headquarters of J. Arthur Rank 
Screen Services Ltd. was opened last week. A press party was shown 


a programme of recent productions of the com 
number of Rank TV commercials in the ground- 


y, and also saw a 
viewing room on 


the closed circuit TV system recently installed. 
The cinema is built into the ballroom, the character of which 
has been retained. It has accommodation for 24 viewers, and is 


fitted with an Andrew Harkness metallic silver screen. 
room is equipped with the latest G.K.21 machines, ty 


The projection 
85 soundhead 


and President arc-lamps with dual feeding motors for positive and 


negative feed, supplied with 
direct current through Hewittic 
Unit arc-rectifiers. 

Almost any size picture can be 
shown, from the television size 
of 4:3 to wide-screen size 1:1.85. 
Brackets are also fitted to adapt 
the machines quickly to anamor- 
phic lenses for CinemaScope. In 
addition a 16 mm. Bell & Howell 
630 projector with optical and 
magnetic soundhead has been in- 
stalled, which can also be used 
for recordings with striped film. 

The closed circuit television 
faciliti¢s at 11 Hill Street consist 
of a Cintel Flying Spot Telecine 
(35 mm) supplying five standard 
Bush Receivers with pictures 
through a radio frequency distri- 
bution amplifier. This Telecine is 
manufactured by Cinema-Tele- 
vision Ltd. 


Hutton tribute 


At the showing it was an- 
nounced that as a tribute to Len 
Hutton, John Player & Sons, 
Ltd. have commissioned the rush 
delivery from the Rank Organi- 
sation of 18 prints of the Hutton 
issue of the Player’s series of ad- 
vertising films on famous sports- 
men. 

These were being delivered at 
Yorkshire cinemas within three 
days of Len Hutton announcing 
his retirement, with a new ending, 
which stated that John Player's 
were proud to reissue the film 
“as a tribute to a great cricketer.” 

Gerard Holdsworth, managing 
director of J. Arthur Rank Screen 
Services Ltd., spoke of the new 
Rank advertising feature “Shop,” 
which had, he said, been specially 
adapted for advertisers with 
regional problems. 


14,000 cinemas 


It was intended to make six 
different versions of “Shop” for 
distribution to 14,000 cinemas in 
six regions of the country. This 
provided, he claimed, an inexpen- 
sive opportunity for an advertiser 
to keep his product before the 
community’s eye at a high level. 

The film programme consisted 
of British and Canadian editions 
of “Tips,” two-minute films, film- 
lets, and the first edition of 


Leeds 
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‘The new Rank cinema is in the 


‘Annual brochure gives the best 
travel ad results—with support’ 


The value of advertising media 
was discussed by Malcolm Barr, 
assistiamt managing director of 
Wallace Arnold Tours Ltd., when 
he addressed the Publicity Club of 


The firm’s best results, he said, 
came from the medium which lasted 
the longest—their own annual 


brochure. He thought that for 

— advertisi the customer 
“something can stud 

the fireside.” tad 


_ The brochure had to be adver- 
tised first in the national and local 
press, but then it did its own adver- 
tising work. 


Nearly 120 members and friends 
attended the club’s annual dinner 
and dance at the Great Horton 
Hotel, Leeds. They were welcomed 
by the president, C. Roderick 
Gallant. 


Among those present were Alan 
H. Woodward, editor of the York- 
shire Evening Post, and Mrs. Wood- 
ward, R. W. Shawcross, editor of 
the Yorkshire Evening News, and 
Mrs. Shawcross, Cha Sumrie, 
— of the Leeds branch of the 
ncorporated Sales Managers’ Asso- 
ciation, and Mrs. Sumrie, the presi- 
dent’s son, Tony Gallant, honorary 
treasurer, Bradford Publicity Asso- 
ciation, and Mrs. Gallant, Wallace 
Diggle, chairman of the club, and 
Mrs. Diggle, and S. J. Minson, 
honorary and = Mrs, 


secretary, 
Minson. 


Berks & Bucks 
Shorter TV spots 


‘scoring well’ 


_ British 15-second TV commer- 
cials are scoring more gains in 
Schwerin measurements than similar 
American commercials, Eric Boden 


Club News 


told members of the Berks and 
Bucks Publicity Association. 

“Generally, shorter commercials 
have more a cumulative than imme- 
diate effect on American audiences, 
but here we have tested a surprising 
number of 15-second commercials 
which have had an immediately 
favourable influence on London test 
audiences,”’ he said. 


Oxford 


More support 
called for 


The poten of the Advertising 
Club of Oxford, H. Clarke-Scholes, 
appealed to members to give greater 
support to the business activities of 
the club when he spoke at the club’s 
annual dinner and New Year party 
at the George Restaurant. 


v 


’ of 
“Yorkshire Evening News” picture 


Wallace ay , chairman of the Publicity Club of Leeds, with some of 


t 


lady guests at the club’s annual dinner and dance. 


==| MARKSMAN 


AATIONAL POINT OF SALE SERVICE 


1 ERNEST MARKS PUBLICITY L? “is 


former baliroom of 11 Hill Street. 


In brief... 


Publicity Club of London and 
Regent Advertising Club teams will 
take part in the Imber Cup com- 
petition on Thursday, February 23. 
at the National Cash Register Build- 

206 Marylebone Road... 


y = of Industry films were shown 


at a meeting of the Publicity Club 
of Wolverhampton. ... At a 
recent luncheon of the Hull Pub- 
licity Club J. W. Hallowell, adver- 
tisement manager of the Hull Daily 
Mail, spoke on “What's My Line.” 
. . « Guest of honour at a luncheon 
meeting of the Liverpool & District 
Publicity Association was W. A. 
Gibson Martin .... J. A. Taylor, 
chief constable of Leicestershire and 
Rutland, spoke at a luncheon of 
the Publicity Club of Leicester. 


Monday, January 30 

PUBLICITY CLUB OF LONDON meeting. 
Ashley Havinden on ‘‘The Develop- 
ment of Design in Advertising.” 
Waldorf Hotel. 6 pm. 


Tuesday, January 31 

PUBLICITY CLUB OF SUNDERLAND “‘free 
for all’’ advertising discussion. 
(INSTITUTE OF PUBLIC RELATIONS film 
show. The Film Producers’ Guild, 
Guild House, Upper St. Martin's 
Lane, WC2. 6.30 pm. 

REGENT ADVERTISING CLUB lecture. 
B. D. Copland on ‘‘Market Re- 
search.”” 6.30 pm. 


Wednesday, February | 

REGENT ADVERTISING CLUB. Diamond 
Jubilee of the Cinema, showing of 
advertising films by Pearl & Dean. 
Royal Society of Arts Hall, John 
Adam Street. Adelphi. 6.15 pm. 
BRITISH DIRECT MAIL ADVERTISING 
ASSOCIATION teatime talk. Speaker, 
Alan A. Martin. Royal Scottish 
Corporation Hall, Fetter Lane, EBC4. 


Thursday, February 2 

wa lecture and demonstration of 
accounting machinery by Remington 
Rand Lid. 44 Belgrave Square, 
SWI. 4.30 pm. 

PUBLICITY CLUB OF ABERDEEN annual 
dinner and dance. Caledonian 
Hotel. 

PUBLICITY c1uB OOF GLASGOW 
luncheon meeting. A. Barbour 
MacLaren on “Selling in North 
America.’ Gr R ‘ant. 
12.55 pm. 


Friday, February 3 ‘ : 
ISMA (BRISTOL) evening moecting. 
R. Kilburn on ‘“‘Legal Aspects of 
Sales Management.” 


ADVERTISING |= 
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INILIFE 


Clinch a sale 


POSTERS COMPLETE THE CAMPAIGN 
WITH REPETITION IN COLOUR 


BRITISH POSTER ADVERTISING ASSOCIATION + LONDON POSTER ADVERTISING ASSOCIATION LTD. 
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Advantages of screen 


advertising : 
@ Colour 


@ Movement 


@ Demonstration 


In a talk to the Institute of 
Export on “Developing Exports 
through the Screen,” A. B. M. 
Taylor, sales manager, Pearl & 
Dean (Overseas) Ltd., claimed 
that the cinema screen was the 
only medium that offered all of 
the following advantages: 

Colour, movement, and sound; 
large-size presentation. with a 
printed message if necessary; the 
power to demonstrate; viewing by 
relaxed “captive” spectators; 
viewing by the family together; 
and a guaranteed viewing. 

Among further advantages 
claimed by Mr. Taylor for the 
advertising film was that it was 
ideal for putting over a new pack 
design, that its exhibition could 
be tied to a territorial sales drive, 
and that it benefited from the 
fact that only three and a half 
per cent of programme time was 
allocated to advertising, com- 
pared with anything up to 33 per 
cent in the case of the press and 
10 per cent on TV. 

He emphasised the importance 
of territory and media research 
and development in the prepara- 
tion of a screen advertising pro- 

e. 

The objects of International 

Screen Advertising Services were 


outlined to the meeting by its, 


chairman, Ernest Pearl, who said 
that ISAS had available 50,000 
cinemas in 150 different terri- 
tories. It sought to promote 
screen advertising internationally 
and to create a standard of ex- 
hibition that would give the ad- 
vertiser a fair return for his 
money. 

A programme of Pearl & Dean 
advertising films and filmlets was 
screened. 


inital and PR 


Speaking at a record-size lun- 
cheon meeting of the Institute of 
Public Relations, last week, 
Douglas Fairbanks said _ that 
public relations had received its 
initial impetus in the United 
States. But public relations was 
not the same as publicity, and 
although America’s publicity was 
“all right,” her public relations 
“is not so good.” 

She had failed to show what 
she wanted to communicate, and 
that was a fundamental of public 
relations. 


a qroup of 


A. B. M. Taylor addresses the Institute of Export. 


Seated are Ernest 


Pearl (centre) ond D. E. Graham (sales director, Crompton Parkinson Ltd.) 
who took the chair. 


5,000 importers get ‘Scotsman’ survey 


Some 5,000 importers in 
countries throughout the world 
are to receive copies of The 
Scotsman Survey of Scottish 
Exports, 1956—“a unique dis- 
tribution arranged as part of our 
service to advertisers,” explains 
W. M. Coulter, the newspaper's 
supplements editor. 

Copies are also to be carried 
in the libraries of ocean-going 
ships, liners and airports. 

The 76-page survey, of which 
this is the first issue, and first of 
a series of Scotsman _publica- 
tions, including a holiday guide, 
appeared on the bookstalls last 
week at Is. 

It carries 85 advertisements for 
Scottish firms and products, in- 
cluding three full-pages on inside 
covers in colour. 


The McConnell 


to right): front row—A 
Stokes, director, Dublin, 
McConnell, managing director, 


Swords, 


Advertising Organisation, 
companies -throughout Great Britain, 


director and general manager, 


As well as articles on old- 
established Scottish industries— 
engineering, shipbuilding, dis- 
tilling, jute and woo!—more re- 
cent ones, such as _ business 
machines, synthetic hormones 
and synthetic fibres, are covered, 
and there are several features on 
marketing methods and proce- 
dures overseas. 


Name change 


Spearhead Publications Ltd. 
has changed its name to Spear- 
head Services Ltd. The change 
has been made to emphasise the 
fact that Spearhead is not a pub- 
lishing company but edits, designs 
and produces printed matter for 
industrial and other clients, says 
a statement issued this week. 


which has 


managing director, Colwyn Bay, 


chief copywriter, 


Dublin; J. A. Pearce, resident 
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Urmston papers 


amalgamate 


Weekly News- 
papers Ltd., publishers of the 
Stretford and Urmston News, 
have acquired the copyright of 
the Urmston Telegraph. Last 
Friday the Stretford and Urmston 
News became the Stretford and 
Urmston News-Telegraph. 

“Due to the increasing diffi- 
culties which face provincial 
weekly newspapers, with paper at 
£58 Ss. per ton as against the 
1939 price of £10 and production 
costs rising with continually in- 
creasing wages, the Urmston 
Telegraph has for some time 
faced a difficult position,” it was 
announced, 

“The paper has also suffered 
a dwindling circulation and the 
publishers found they could not 
continue the publication.” 

The Urmston Telegraph first 
appeared in 1895 as the Western 
Telegraph, changing its name 
several years ago to avoid con- 
fusion with the Western Tele- 


Manchester 


graph at Haverfordwest, South 
Wales. 
The Stretford and Urmston 


News first appeared in 1938. 


Ribena PR agents 


Conville Ltd. have been ap- 
pointed by Beecham Foods Ltd. 
to handle the public relations for 
Ribena and the range of R. S. 
Murray 
products. 


& Co., confectionery 


headquarters in Dublin and branch offices and separate 
held a conference in Dublin under the chairmanship of C. 
Purpose was to exchange ideas and co-ordinate and develop the organisation’s business. 
E. Jones, 
Colwyn 


E. McConnell. 
Seen here are eft 


J. C. 


Derby and Newcastle-on-Tyne; 
Bay, Derby and Newcastle-on-Tyne; C 
Dublin; 
Derby; second row—G. Gamiin, 


E. McConnell, chairman; 


and C. A. Page, managing director, London and resident director, 
Dublin; J. B. Kane, assistant manager, Dublin; D. F. 


director, London; W. Martin, 


secretary and accountant, Dublin; and C. B. McConnell, director, Dublin; back row—J. H. Brown, director and 


secretary, Colwyn Bay; 
J. W. Cole, general manager, 
Dublin; R. R. Chapman, 


F. S. Kott, 


auditor; T. R. 
Newcastle-on-Tyne; W. T. Balfe, 
general manager, Belfast; 


Dipple, director and production manager, Colwyn Bay; 
general manager, 
and E. W. Battle, production manager, 


McConnell-Hartley Ltd., 
Dublin. 


i nine influentcal newspaperts 


.C. Weekly Net Sales 


124.728 
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Circulation : Density 


ZL 


Equally important — to any national advertiser 


RADIO TIMES is unique: with the largest weekly magazine circulation—8 ,832,579*—and 
the highest circulation density (174 copies per thousand population) in the world, it gives 
the advertiser the finest medium in existence for penetrating the mass market. 

As a BBC publication, RADIO TIMES can claim a reputation of authority. It goes into at 
least every other household in the country—once there, it is constantly referred to 
throughout a minimum period of nine days. Advertisements in RADIO TIMES are seen 
by the greatest number of readers of any British weekly publication. So there is keen 
competition to use this much sought-after advertising medium—for nowhere in the world 
can advertising media planners find such a vast unduplicated readership at comparable 
cost. *Average weekly net sale (A.B.C.) January—jJune, 1955. 


RADIO TIMES 


LARGEST SALE OF ANY WEEKLY MAGAZINE IN THE WORLD 


ALL ENQUIRIES TO: TOM HENN, HEAD OF ADVERTISEMENT DEPT., BBC PUBLICATIONS, 35 MARYLEBONE HIGH STREET, LONDON, W.1 
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COMMENT 


PUBLISHING 
COURAGE 


Publishing is one of the toughest 
businesses in the world. The 
risks are great, the returns 
rarely as attractive as those in 
other industries. 

Its rewards are to be found in 
the exhilaration of creation 
and success. That is why the 
darkest moments are invariably 
lit by sparks of ble 

timism. 


op 

And so it is to-day. With work- 
to-rule and overtime limitations 
threatening to grind periodical 
and provincial newspaper pub- 
lishing to a halt, plans are 
being pushed ahead for the 
launching of ambitious new 
journals later in the year. 


Battles ahead 


In the midst of a week of labour 
troubles, fears for the future of 
weaker journals and signs of 
even the strongest newspapers 
having to prepare to fight for 
advertisement revenue, Hulton 
Press announce plans for a 
new Sunday newspaper. 

This is publishing courage of the 
highest order. But its real 
significance lies not so much in 
its timing as in its ambitious 
conception. 

The idea of a newspaper in 
colour presents a major step 
forward in publishing tech- 
nique in this country. It is the 
one great field open for the de- 
velopment of the national and 
provincial press, and it is the 
finest answer which can be 
given to challenging new 
media 


The eventual great competition 
of the press will, of course, be 
commercial television. As the 
national network develops it 
will challenge with increasing 
power until it has fallen into 
its natuzal place in the media 


pattern. 

Naturally, other media will fight 
back. The only effective way 
to do this will be with new 
techniques, such as colour in 
newspapers. 

Stupid, inaccurate attacks such as 
are forming the basis of cam- 
paigns against the new medium 
will only tend to besmirch the 


Talking Points 
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Paper tells agencies: ‘Get what you 
can for our space’ 


RUMBLING about rate 

increases, and raising eye- 
brows at the news of some 
reductions, advertising agents 
were still able to find time to 
chuckle this week over the 
fascinating approach of a 
country weekly to its economic 
problems. 

The publishers wrote to agents 
telling them that it had been 
decided that all rates would be 
raised forthwith for new clients 
to 12s. 6d. an inch. The new 
rate would apply to old contracts 
as from next month. And, they 
added, if this presented any diffi- 
culties, they would like to hear. 

Difficulty Number One was 
that the old rate was only four 
shillings an inch. And at least 
one agency wrote to say that the 
increase was outrageous and was 
unlikely to be paid. 

The response from the country 
weekly made interesting reading. 

It explained that it was de- 
cided to raise rates because of 
higher overheads and as an 
added incentive to advertising 
agencies by way of greater com- 
mission. This latter motive now 
appeared to be impracticable, 
but rising costs still had to be 
covered. 

In the circumstances their 
previous decision would be 
amended. Rates would be raised 
by a minimum of 2s. 6d. an inch 
at the end of March on existing 
contracts. Rates for new busi- 
ness would be doubled 

And . . . advertising agents 
would be free to negotiate for 
higher terms if they could get 
them. This would be to mutual 
advantage. 

In fairness to the journal it 
should be stated that its rates 
have apparently never been in- 
creased since the war. And it 
seems that their auditors have 
advised the publishers to modern- 
ise their accounting system by 
issuing monthly statements. 


‘SUSSEX DAILY NEWS’ 
CLOSING RUMOURS 


Re about the closing 

down of newspapers 
switched south this week and 
settled on Brighton. 

The stories—heard in trade 
circles—said that the Sussex 
Daily News will soon cease pub- 
lication. 


Southern Publishing Co., Ltd., 
would not comment on the 
rumours. But a spokesman in- 
sisted that other papers in the 
group—Evening Argus, Brighton 
and Hove Gazette, Southern 
Weekly News and Crawley 
Weekly—would not be affected 
by any development. 

* + * 


Other rumours this week have 
concerned developments said to 
be impending in the Horsham 
area. Among the bigger fish, 
speculation has centred on the 
future of “Mid-week Reveille’— 
but the Mirror Group have re- 
fused to rise to the bait. 


PLAGIARISM 


SUALLY this column is 

asked to draw attention to 
ad copy and illustrations so 
similar in conception and execu- 
tion that the cry of plagiarism 
can hardly be denied. 

This week, however, there is a 
request from an_ advertising 
manager who is contemplating 
the use of the slogan “Tan with- 
out tears.” He has an uncomfort- 
able suspicion that it has been 
used before, and he hopes that if 
it has someone will say so now 


— before 
launched. 

He raises an interesting point 
with the question: Js there any 
way in which we can avoid the 
possibility of committing plagiar- 
ism? 

There is no copyright on ideas, 
and it seems clear that great 
minds are bound occasionally to 
think alike. A clearing house for 
creative thinking and advertising 
slogans is hardly feasible. 


the campaign is 


RIGHT ideas are not always 
good ideas in public rela- 
tions. They can misfire very 
easily—particularly if they upset 
the press. 

To speed and increase the flow 
of news-items from outstations to 
the PRO at head office, Sir Archi- 
bald Hope, managing director of 
Airwork Ltd., has authorised cash 
payments to any member of the 
staff who phones in a_ usable 
story. Payments are two guineas 
for national press items and 
one guinea for those which ap- 
pear in the provincial or trade 
press. 

Good idea? Three out of four 
journalists asked this week said 
“No.” They say it antagonises 
them to be told that amateurs are 
being asked to do their job at 
higher than professional rates. 


TO-MORROW’S TOPICS 


® Foote, Cone & Belding are one 
of two American agencies be- 
ing tipped to get the massive 
account for the new Ford car 


it, will FCB London get the 
British end of the business? 


®@ Davy Crockett will be the next 

cartoon figure to be fully 
exploited in merchandising 
schemes. 


® Optimistic chemists are plan- 
ning ranges of “new look” 
summer cosmetics and tan 
lotions in the expectation of a 
season of bright sunshine. 
Special point-of-sale material is 
being prepared. 


® With a project to build in Kent 
one of the biggest canning 
factories in the world, 
Batchelors Peas are planning 
a new drive aimed at the com- 
plete domination of the market 
for canned peas and beans. 


®@ New toothpastes—and old ones 
with new ingredients—will be 
heavily advertised later in the 
year. Reduction in tooth decay 
among people of all ages will 
be the main copy claim. 


@Some soft drinks claiming 
medicinal properties are 
experiencing a _ hardening 
market. Emphasis in the bulk 
of -advertising this spring and 
summer in this field will be on 
those old stand-by’s, fizz and 
flavour. New products are 
planned. 


3 oh well-known Swiss confection- 
firm—at present having 
British links—is to erect a big 
new factory at Welwyn Garden 
City. The production of top 
quality chocolates will be 
backed by extensive advertising 
directed from Switzerland. 
British agents will handle the 
account. 


ROUND TABLE 


Apply for particulars to Advertisement Manager, Phoenix Building, Berridge Street, Leicester or 47 Hertford Street Mayfair London W. |. 
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SUNDAY 
PIGTORIAL 


sales up by 


61200 


A.B.C. average net sales of the 
Sunday Pictorial for July-December 
1955 were 


9,600,642 


This was an increase of 61,200 over 
the previous 6 months and an 
increase of 56,824 over the same 
period in 1954. _ 


1 person in 3 reads the Sunday Pictorial 
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ADVERTISER'S WEEKLY 


WHAT HAVESTORM CLOUDs rae ys 


TO DO\ WITH FINANCE? 


Advertising has 4 
stimulating influence “€ 
business and 1s a builder 
of sales, but it can be 
more, it can be a 

protection against 
rainy days ahead. 
torm clouds blow 
ap quickly and often 
without warning. 

Likewise the joyful 

markets of to-day can 

suddenly become 
damped and dull. 


When you are md 7 
advertising can “7 : 
build goodwill whic a . 
stand you in good stea 7 
stormy times. When yo 
are seeking new peaks 
on your sales graph, 
advertising, plus care 

can push sales hig 


But advertising, 


needs a special tou 
a 

we possess 1n 

the Tibbenham Touch. 


TIBBENHAM PUBLICITY LTD. 


Incorporated Practitioners in Advertising 
244 High Holborn, London, W.C.1. Phone: HOLborn 8074 


WILLSMORE & TIBBENHAM (Norwich) LTD. 


Incorporated Practitioners in Advertising | 
Freeman House, London St., Norwich. Phone: Norwich 23277 


ful marketing, 
her and higher. 

to be successful, ; 
ch, the touch which 
bundance—we call it 


Greta Unger chose this raincoat, at Fifth Avenne, London 
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Frank Hoppe to 


leave McCann 


Frank Hoppé, a director of 
McCann-Erickson Advertising Ltd., 
is leaving the agency shortly to join 

| Wrigley Products Ltd. A McCann 
| statement this week emphasised that 
| Mr. Hoppé was leaving by amicable 
arrangement. 

* * * 


George Edward Marston John- 
son, since 1948 publicity manager 
of Margate, where he has also been 
PRO and conferences officer, is to 
succeed Sidney Butterworth as pub- 
licity director of Brighton. As 
already announced, Mr. Butterworth 
| has been appointed European public 
relations adviser of Pfizer, the inter- 
national pharmaceutical organisa- 
tion. 


* * * 


A. Everett Jones has been ap- 
pointed to represent the Advertising 
Association on the British National 
Committee of the _ International 
Chamber of Commerce: He replaces 
Sinclair Wood who now serves on 
the committee as a representative 
of the Institute of Practitioners in 
Advertising. 

* * * 


ABC Television Lid. have ap- 
pointed as their advertisement sales 
| manager (London) R. H. Norris, at 
present senior client executive and 
operations manager of Television 
Audience Measurement Ltd. He 
will join ABC TV early in February. 

Before joining TAM last year 
Mr. Norris was an advertisement 
executive at Hulton Press Ltd. 

A TAM statement says that a 
“leading personality in the market 
research world” will succeed Mr. 
Norris. Full details will be an- 
nounced next week. 


Board appointment 


John Arrow, public relations 
director of Erwin Wasey & Co., 
Ltd., has been appointed to the 

board of the agency. 
| * * 


T. C. (Tommy) Danks, who 
recently retired after 43 years as 
| manager of Charles Barker and 
Sons Ltd., has become engaged to 
Miss Josephine Pyne, who also was 
a member of the Charles Barker 
staff for more than 20 years. The 
wedding will take place early in 
April. 


* * * 


J. Sharman-Walker, formerly of 
the creative and production depart- 
ments of Osborne-Peacock Co., Ltd., 
and Nevin D. Hirst Advertising 
Ltd.. has joined the creative side 
of the F. C. Pritchard, Wood & 
Partners Ltd.’s TV department. 


+ * 
J. M. Beable, chairman and man- 


aging director of A.A. Sites Ltd., 
who is in the Harley Street Nursing 


| Home, is making a good recovery 


from a successful major operation. 
- - * 
P. R. Thomas, brand manager of 


confectionery products of Beechams 
Foods Co., Ltd., has resigned. 


Edward Askwith and Miss Jean 
Brodie were married last Saturday 
in Wanstead. Mr. Askwith is a 
founder member of Dudley Turner 
& Vincent Lid. and was elected to 
the board as copy chief in 1946. 
Miss Brodie joined the company in 
January last year as fashion press 
and public relations officer. Best 
man was L. W. Low, art and 
associate director at DTV. 
* * * 


William T. Balfe, general manager 
of McConnell-Hartley Ltd., an 
associate company of McConnell’s 
Advertising Service, has been 
nominated to membership of the 
Dublin Tostal Council organising 
Dublin’s part in the “Ireland at 
Home” Festival. 

*« 7 * 


Greenlys Ltd. have renewed their 
contract with Leigh Vance. He was 
appointed TV adviser and producer 
to the agency in 1954, and will con- 
tinue in this capacity. 

7 * + 

Wilfred W. Chick has left F. J. 
Lyons Ltd. to become manager of 
the PR division of Roles & Parker 
Ltd. 

* * * 

Miss P. Gammon has been pro- 
moted to assistant department man- 
ager, advertising, at the Kendal 
Milne and Co. (Harrods Ltd.) store 
in Deansgate, Manchester. 

7 * * 

Capt. Sidney Rogerson, public- 
relations consultant, the Wellcome 
Foundation, has been appointed 
Honorary Colonel of the 44th 
(Home Counties) Infantry Division 
Signals Regiment, TA. 

* * ae 


R. A. Lockwood, who has had 
experience at Buxton and Scar- 
borough, has been appointed enter- 
tainments and publicity manager for 
Buxton, in succession to John 
Robinson, who is succeeding H. 
Berkeley Hollyer as publicity man- 
ager of Torquay. 


Obituary 
A. Widd 


Arthur Widd has died at the age 
of 84. In 1888 he founded the firm 
of Widd Signs of Bradford. About 
nine years ago he retired and dis- 
posed of the business. 

oe * *x 


Memorial service for the late 
Joseph H. Parham, formerly man- 
aging director of Provincial News- 
papers Ltd., will be held at St. 
Dunstan-in-the-West, Fleet Street, 
on Wednesday, February 8, at 
12.45 p.m. 
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The programme planning which 
does this in London 


a 


—- +f 
im ; 


i— 


Percentage of sets capable of receiving both Il'v and BBC tuned to each service between 7 p.m. and 11 p.m. on Sunday, 
January 8, as recorded by the automatic meters of Television Audience Measurement Ltd. 


Look at the ATV curve shown on the above TAM 
graph, recording the percentage of the joint potential 
audience captured by ATV on Sunday evening January 8. 
See how it soars at the beginning of the evening pro- 
grammes and stays up until the end of transmission. 

That has been ATV's great achievement in program- 
ming. The average share of audience captured through- 
out several recent weekends was no less than 72%. 
In London at the weekends, ATV programmes are 
always in the Nielsen “ Top Ten” for popularity. It 
is ATV programming which underwrites the advertiser's 
investment in London weekends. 

On February 17 ATV are going to the Midlands, 
taking with them nothing but the cream of all that is 
best in television entertainment. The weekday pro- 
grammes for which they will be responsible will be of 
three kinds:— 

First, weekday shows which have received consistently 
top rating in the London area. These programmes include 
‘Dragnet’, ‘Gun Law’, ‘Take Your Pick’, ‘Jack Solomon's 
Scrap Book’, ‘Double Your Money’, ‘Adventures of the 
Scarlet Pimpernel’, etc. 


will do the same on Midland weekdays 


Second, many of ATV's own most successful weekend 
programmes in London will be transmitted on Midlands 
weekdays. These include ‘I Love Lucy’, ‘Theatre Royal’, 
‘TV Playhouse’, ‘Liberace’, ‘My Hero’, ‘Stage One’, 
‘Colonel March of Scotland Yard’, children’s hour 
favourites like ‘The Adventures of Robin Hood’, ‘Roy 
Rogers’ and ‘Lassie’, and so on. 

Third, there will be a number of outstanding new 
programmes, such as the ever-popular daily serial,“ One 
Family’, (with Gordon Harker in the leading part), an 
animal life series by Michaela and Armand Denis, an 
Arthur Askey show, Mantovani, and a number of pro- 
grammes (particularly sports features) specially designed 
for the Midlands audience. 

ATV’s programme schedule for Midland weekdays 
has been evolved after nearly four months intensive 
experience in London, and it has been possible to time 
and plan these programmes to maintain steady audiences 
during the various time segments. Unlike the first 
London weekday programmes, the popularity of Midland 
weekday programmes has been proven even before 
transmission begins. Book your time now. 
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A LITTLE late this year, 
but I hope not too late, 
may I please thank the count- 
less readers who helped me to 
write these columns in 1955 and 
made the writing such a 
pleasure ? 

I am not talking only of the 
people who found and sent me 
cuttings of interesting advertise- 
ments (including that very live 
and solid photographer from the 
North of England whose very 
existence was questioned by a 
correspondent three weeks ago). 
There are also the many who 
sent encouragement and the few 
who chastised me with scorpions. 
No doubt they found that the 
punishment hurt them more than 
it hurt me. 

Above all I must send my 
thanks and greetings to the 
hundreds of unknown copy- 


In his survey of 1955 COPYTASTER 


presents his choice for— 


The advertisement 


of the year 


writers who make these articles 
possible—those whose work is 
noticed here and all those 
others whose often splendid 
advertisements are for one 
reason or another crowded 
out. 


We have, in point of fact, a 
plan for reviewing a good many 
more advertisements in a differ- 
ent way, but it is still only in the 
rough-rough stage and may be 
many months before it becomes 
operational. 

Casting my mind back over the 
campaigns of 1955 I find myself 
unusually hesitant about choos- 
ing an “Advertisement of the 
Year.” 


In any case, it must be remem- 
bered that I can only choose the 
advertisement that gave me most 
pleasure, for I can have no know- 
ledge of the marketing problems 
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In Copytaster’s view, an epidemic of “blindfold” advertisements may 
be on the way because he has already seen three of them in one 
week. This one for Slumberland products especially caught his eye 


Let’s face it .. . 


January 27, 1956 


1 could live without Mink! 
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This is Copytaster’s 
choice for 1955. 


it was trying to solve or the sales 
it did or did not induce. 
Remembering all that, and 
noticing that the copywriter 
and the visualiser have both 
completely turned their backs 
on all the customs of the fur 
trade, you may not violently 
disagree with my choice of the 
brilliant campaign for the 
National Fur Company and 
particularly the advertisement 
called: “Let's face it...I 
could live without Mink.” 


Effective and affecting 


I do not know who wrote the 
copy or what agency was respon- 
sible but I cannot fault this 
advertisement in any particular. 
Even the “untidy” setting of the 
text-matter seems absolutely right 
for this copy, and the pose of the 
model with the wistful eyes is 
tremendously effective and affect- 
ing. 

For their courage in producing 
a fur advertisement without a 
picture of a fur the agency and 
the advertiser deserve an imme- 
diate award for bravery in the 
face of the enemy. 


Easy to identify 


And not only bravery but 
wisdom, too, for every woman 
can identify herself with this 
model far more easily than with 
a model in a fabulous fur coat. 

In the trade press—of which 

I see only the most insignificant 

fraction—my choice is an 

advertisement in full colour for 

“A “wy called Acheson Colloids 


(showcardés) limited 


_ MANCHESTER a 


On behalf of its “Dispersed 


Se 


N\FONAL FUR COMPANY ETD. 193 I BROMPTON ROAD, LONDON, SW) 
os 


Pigments Division” this firm has 
published on a solid black ground 
a magnificent photograph of a 
stained glass window with a 
simple Christmas and New Year 
message. Dispersed Pigments 
are apparently just the job for 
staining glass, so the picture is 
appropriate. 

But I admire it mainly 
because it is a complete stopper 
—so much so that I cannot con- 
ceive of anybody turning over 
the page without stopping to 
look, to admire, and to read. 
When one thinks of the 

monstrous bulk and innumerable 

pages of many trade papers to- 

day, this is no mean feat. 
Among the many runners-up 


@ Continued on page 2! 
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Doubt exists in Copytaster’s 
mind as to whether many will 
understand this advertisement. 


CENtral 4965/6/7 
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_ Wider and wider grows the covercoe of WOMAN in twelve-month increase 
ae 138,000... WOMAN is the only moss sale woman's weekly supported by a 
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Copytaster casts a Chinese 
eye at some mysterious copy 


who made my choice so difficult 
were British Nylon Spinners, 
whose rather fey and mannered 
copy is always so fascinating ; 
Accles and Pollock, who gain so 
much goodwill and remain so 
dignified while never being on 
their dignity; Hennessy, whose 
St. Bernard dog can do for 
brandy what Johnnie Walker did 
for a whisky several generations 
igo: and Hovis for putting a 
slice of life into an intrinsically 
dull subject. 


There is also the firm that ad- 
vertised (under a box number) an 
advertising manager's job at 
£4,000 a year ; Rowntrees Cocoa 
for a charming picture of a dis- 
gruntied little girl and some fine 
copy about her problems; 
Rowntrees Clear Gums for their 
magnificent use of colour in the 
weekly magazines; Whitbread 
for their “refreshment for the 


wayfarer” posters in the Under- 
ground, and Ryvita for telling an 
utterly convincing slimming story 


OCR PeRPC Me should abwwys have 
veree stra and lonely power of 
awaccen “Rodis L Atma dp Ooty 
-¢ magnetic, sc tnyetetiogs?” you ask 
Ob. mdcet u in And wher pou wes 
1,0 weaves aself sate your personality 
Recommag veers Becoming you. 
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This 
caused Copytaster 
whether it is the smell and not the 
looks that count in sex appeal. 


“blindfold” advertisement 


to wonder 


without a hint of exaggeration. 

Additionally, one must men- 
tion Montague Burton for cour- 
age and _$far-sightedness in 
addressing a wealthier market 
than they ever approached be- 
fore; and the Co-operative 
Building Society for those 
delicious and inimitable bits of 
copy about Ron and Eth by two 
radio script-writers. 

If I were giving medals for 
cheekiness, I should give the 
first to Daz for their girl whose 
dark glasses miraculously re- 
veal her eyes a little clearer 
than life and almost as hand- 
some. How many of the public 
noticed it? Probably not a 
dozen in a 12 month. 


A secret code 


Memorable in another way is 
the copy in an advertisement for 
“Shrunk-On” British Steel Fly- 
wheel Gear by the Francis B. 
Willmott Group. 

As biblical scholars pore over 
the Dead Sea Scrolls I have 
studied this copy from _ every 
angle, even trying to read it 
sideways like Chinese, in the hope 
that I could discover some hidden 
acrostic or crack the secret code. 
Perhaps you will see at once the 
meaning that eludes me:— 

“Recognising as we do the 

wisdom of introducing a 
hroader measure of specialisa- 
tion and rationalisation in the 
manufacture of units and com- 
ponents, we pay tribute to the 
effort sponsored by various 
writers and organisations in 
their aim to bring universality 
into practice—with emphasis 
on the flexibility of the motor 
industry. 


Many different sizes 


“Our pride of achievement is 
established in the developed 
range of more than six 
hundred different sizes of ring 
gears and to have the right of 
privilege to place on record 
that amongst the many users of 
our product we could mention 
-household names of the leading 
engine, tractor, excavator, car, 
commercial vehicle and indus- 
trial appliance manufacturers. 
To single out any one user 
would not to our mind serve 
to illustrate our record service 
better than to give recognition 
to the achievement of time in 
the very many fields of indus- 
trial activity to which the 
‘Shrunk-On’ gear has become 
an integral unit of service—for 
in that context acceptance is of 
more importance to us as a 
manufacturing entity than to 
have to realise, if such were 
the case, that our product had 
a very restricted use.” 


There are only three sentences 


21 


* SHRUNK-ON 


Give your engine units 


and knowledge gained 
experience—to go anywhere a fywheet will go 
A complete advisory service i: ot your commond with every enquiry 


*SHRUNK-ON” 
ts SARITISH STEEL FLYWHEEL GEAR 
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a good START in life 
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taster to a study of 
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in that little bundle of about 180 column advertisement for an 


words, and Americans can give 
you a summing-up or précis of 
the whole thing in just one glori- 
ously expressive polysyllable: 
gobbldigook. 

Much briefer, but no less ob- 
scure to me, is a singularly plain 
or homely six inch double 


assurance company from a Sun- 
day newspaper: 

“The Atlas Assurance Com- 
pany Limited is pleased to an- 
nounce a 45 PER CENT com- 
pound reversionary bonus for 
the triennium 1953 to 1955 for 
@ Continued on page 24 
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Meet the 


The editorial staff of ‘“* British Chemical Engineering ”’ 
have been chosen not only because of their wide 
experience and specialised knowledge of modern 
chemical engineering, but also because in combination 
they form a balanced and versatile editorial team with 
the ability to present the complexities of modern 
chemical engineering practice with clarity and simplic- 
ity. Here is such a team... 


Walter Williams, Editorial Director of 
Heywood & Co. Ltd., and associated 
Companies. BRITISH CHEMICAL 
ENGINEERING is the eleventh magazine 
launched by the group in the past fifteen 
years, 


Lawrence F, W. Bailey, B.Sc. (Chem.- 

Eng.), Assistant Technical Editor. Served 

on the process management side of the 

industry and also worked on development 

Lee abroad. Has edited both general 
chemical technical journals. 


Send for a specimen 


JANUARY 27, 1956 


Tom Margerison, Ph.D., Managing Editor. 
Formerly Editor of Research and of 
Butterworths Scientific Publications, he is 
a noted authority on the applications of 
science in industry. 


Ronald J. Clarke, M.A. (Oxon.), A.M.I.- 
Chem.E., Associate Editor. Formerly 
lecturer in chemical engineering at the 
National College of Food Technology. 
Has extensive knowledge of chemical 

engineering as applied to the food and 
other process industries. 
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William E: Dick, B.Sc., Editor, is well 
known for his vigorous editorial policy of 
Discovery. He will bring to “ British 
Chemi Engineering his wide experi- 


ence of presenting technical subjects 
simply and lucidly. 


William D. Clifford, Assistant Editor. in 
addition to being a practical journalist, 
has wide experience in the co-ordinati 
and production side of both daily 
technical publications. 


“BRITISH CHEMICAL ENGINEERING” 
Drury House, Russell Street, Drury Lane, London, W.C.2. 


ADVERTISER'S WEEKLY 


James O. S. Macdonald, B.Sc., A.R.LC., 
A.M.LChem.E., Technical Editor, has 
extensive industrial experience as a project 
engineer responsible for evaluation, design, 
— and commissioning of chemical 
plants. 


Tig 


Lincoln T. Work, Ph.D. American 
Correspondent. Formerly Associate Pro- 
fessor Columbia University and well 
known for his contributions to American 
chemical engineering journals, will report 
regularly on significant trends in chemical 
engineering in the United States. 


HEYWOOD & COMPANY LTD. 
Telephone: Temple Bar 3422 (28 lines) 
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for the design and 
: quality production 
‘ | FS of Sales Literature, 
: & Point-of-Sale and 
“ Dealer Displays. 
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if you require a new 
creative approach to 


your Sales Promotion 


* Astral Arts Group 
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Ad Man’s Bookshelf 


How to compose a map for 


use in advertising 


Decorative Maps, by Heather Child, 
published by Studio Ltd., price 25s 
NYBODY who has ever 
looked at an old map and 
rejoiced to observe in a corner 
thereof, a fearsome monster 
emerging from the sea with a 
scroll over it bearing the words 
“Here be fire dragons” will 
want to have and to hold this 
book. 


Almost every page is a visual 
delight, containing one or more 
of a whole variety of pictorial 
maps ranging from parts of 
London to all of Schweppeshire, 
and including an ancient roman- 
tic map of China, town and 
county maps, cartouches, vig- 
nette decorations, various types 
of lettering, ornaments and em- 
bellishments, symbols for man- 
made and natural landscape 
features, and a variety of projec- 
tions. 


Four-fold example 


But Miss Child’s purpose is not 
merely to please; for this book 
is No. 61 in the Studio Publica- 
tion’s “How to do it” series. In 
a chapter on “Making a speci- 
men map” she gives suggestions 
for tackling four potential com- 
missions in different media but 
all of the same area of country— 
a highly pictorial area of France. 

They are: a presentation for a 
schoolmaster who spent his fav- 
ourite holidays in Provence; a 
diorama window display using a 
decorative framework to hold a 
map of the area; a book jacket 
for a medium-priced book of his- 
torical essays on Provence; and a 
cover design for a travel folder 
selling a coach tour to Provence. 

The resultant products are ex- 
cellent both as commercial art 
and as publicity. 

Anyone on the creative side of 
advertising will find this book en- 


joyable and most of them may 
well find it very useful. 


Annual survey 
of Italy’s ads 


Pubhiicita in Italia 1954-56, Editrice 
L'Uffico Moderno, Milan. 

HIS year's edition of a survey 

of Italian advertising is 

very much better presented for 

the foreign reader than was the 

case last year. Anyone wishing 

to catch the spirit and techniques 

of contemporary Italian work in 

the advertising field can hardly 
pass by this volume. 

In his opening article, Leon- 
ardo Sinisgalli, looking at adver- 
tising from the artist's angle, has 
called for “more brilliant 
amateurs than weary profes- 
sionals. More inspiration and less 
routine. After all, advertising is 
still in its infant stage, and it 
would be a pity to muzzle it in 
its childhood, hinder its moves, 
restrict it with conventionalism. 

“I am fully aware of the choice 
that is being made. during these 
recent years, going tewards Savig- 
nac rather than Cassandre, to- 
wards Manzi rather than Car- 
boni.” 

In his opinion the Americans 
would have done better to reject 
the Bauhaus rather than succumb 
to it so obviously. 


Guide to hotels 


Hotels in the British Isles, 1956 Tour- 
ing Edition, published by the British 
Travel and Holidays Association, price 
s 

RUNNING TO more than 360 
pages, this guide contains detailed 
information, including tariffs and 
particulars of facilities provided. 
relating to more than 4,000 hotels 
in England, Scotland, Wales and 
Northern Ireland. 


REVIEW OF ADVERTISING continued 


all holders of With-Profits Life 
Assurance Policies who thus 
share the benefits of steady 
progress.” 

My bank manager could no 


doubt read this as smoothly as - 


he refers a cheque to drawer, but 
I should say that to 95 per cent 
of the men and 99 per cent of 
the women readers of the news- 
paper the whole thing is com- 
pletely meaningless. 

Finally, I think | should warn 
you that an epidemic of “blind- 
fold” advertisements may be on 
the way. 

In one week I came across 
three of them. The first was our 
old familiar friend the “blind- 
fold test” to show that somebody 


could recognise the better flavour 
of an alcoholic drink with his 
eyes shut. 


Among the beds 


The second for Slumberland 

showed two blindfolded people 
groping about among nine beds 
and said: “Don't play Blind 
Man's Buff with your money.” 
The third, for a Coty perfume. 
slightly startled me by a faint 
suggestion that in fhe business of 
attracting men it is not the girl's 
looks ; it is the smell that counts. 


Perhaps that is the secret of 
the women in Eastern countries 
whose husbands never see them 
unveiled until the wedding. 
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W. HAT ARE HER INTERESTS and aioe meee 
Shopping, fashions, children, cookery, : 
gardening, furnishing, building and 

architecture*. . . The list is endless, for as 

a housewife and mother she must be a 
Jill-of-all-trades, and a mistress of most 

of them! That is why she looks to 

GOOD HOUSEKEEPING as her 

authority. Its fullness, its completeness, is an 

accurate reflection of all the many 

aspects of her way of life. 


att on 


ale es So bl el 


“=A 


Building » Architecture | 


During 1955, Good Housekeeping devoted over 
45 editorial pages to building and architecture, 
and hundreds more pages dealt with decorations, 
wall and floor treatments, fire-places, heating 
installations, and other allied subjects. 


Grood EMousekeeping 


costs only £390 per page 


OLIVE A. BIRD, Advertisement Manager, Good Housekeeping, 33 Ashley Place, London, s.w.1. Tel: 
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steadily rises 


SALES OF HOUSEWIFE 
HAVE RISEN CONSISTENTLY 
IN THE PAST TWO YEARS 


Here are the figures: 
175.707 


JANUARY-JUNE 1954 


180.588 


JULY - DECEMBER 1954 


207.129 


JANUARY-JUNE 1955 


215.497 


JULY—DECEMBER 1955 


*Subject to confirmation by the Audit Bureau of Circulations 


ALL FIGURES CERTIFIED BY THE A.B.C. 


Housewife combines 


A RISING A.B.C. NET SALES FIGURE 
WITH AN ABC CLASS READERSHIP 


Reginald Levi, Advertisement Manager, 
43/44 Shoe Lane, London, E.C.4 
Telephone: Fleet Street 5011 
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THE CHANGING MARKET—2: This is the second of a 
three-part study of the retail trade by ‘Advertiser’s 
Weekly’ Market Research Team 


Multiple outlets win big sales 
in clothing and footwear 


ONSIDERABLE attention 

has been devoted to the 
possibilities of schemes where- 
by the independent retailers 
can combine in buying groups 
in order to take advantage of 
large orders. Moreover, alter- 
native schemes have been sug- 
gested and at least one is in 
operation whereby, through 
wholesaler-retailer groups, the 
wholesaler undertakes to meet 
the major requirements of a 
number of retailers. Stocks 
are kept to a minimum by 
regular deliveries and econo- 
mies are made not only 
through reduced prices but 
also in book-keeping and in 
accounting. 


eS 


CUMBERLAND 


= | 


NORTH WALES 


SHROPSHIRE 


WESTMORLAND 


NOTTINGHAMSHIRE 


WARWICKSHIRE 


BUCKINGHAMSHIRE 


BERKSHIRE 


The continued vigour of independent outlets formed the subject 
of the first part of this retail survey (ADVERTISER’S WEEKLY, 


January 13, page 26). 


In this article progress of the multiple 


stores is discussed. 


So far as independent food re- 
tailers are concerned, the import- 
ant factors in the maintenance of 
their position are probably the 
buoyancy of food consumption 
and, additionally, the present 
system of re-sale price mainten- 
ance. Whether or not they will 
hold their share in the future, 
should re-sale price maintenance 
be abolished and/or food buying 
decline, is another matter. 

In other fields between 1950 
and 1954, particularly in the 
clothing and footwear section, 
where the re-sale price mainten- 


The personal touchin your advertising 


By their very nature, the Provincial Weeklies 
have close personal ties with their readers 
founded on an identity of interest down to the 
smallest item of local news. Use the weeklies 
and your advertising will be accepted amongst 
friends, right in the home. 


ance system has far less effect, 
the record of the independents 
does not compare so favourably 
with other types of outlet. In- 
deed, in the clothing and foot- 
wear branch the advance in sales 
of the multiples as compared with 
those of department stores, co- 


operative societies and inde- 
pendents is outstanding. 
Secondly, for the multiple 


stores, the main proportion of 
whose sales are in the food and 
perishables group, the advance 
in their sales of all merchandise 
between 1950 and 1954 was 


David L. Clackson 


80 FLEET STREET, LONDON, E.C.4 
_ Telephone: FLEet Street 2626 


BIRKENHEAD NEWS GROUP 
BOURNEMOUTH TIMES SERIES 


BURY TIMES GROUP 


CAERNARVON HERALD SERIES 
CHESTER CHRONICLE SERIES 


Representing 


COVENTRY STANDARD 
CUMBERLAND & 
WESTMORLAND HERALD 
NEWARK ADVERTISER 
ROCHDALE OBSERVER SERIES 


A.B.C. Net Sales in excess of 500,000 


greater than that of any other 
type of outlet. As in the case 
of independents, the buoyancy 
of the market for foods and the 
system of re-sale price mainten- 
ance have contributed to the in- 
crease in sales. 


Department stores affected 


From the figures published in 
table 3 (see ADVERTISER'S. 
WEEKLY, January 13, page 28)° 
it is probable that, to some ex- 
tent, the multiples, together with 
the independents and the co- 
operative stores, have advanced 
their sales at the expense of de- 
partment stores, possibly because, 
in the changed conditions of the 
post-war years, the incomes of 


@ Continued on page 30 
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is Britain’s first provincial city 
—the centre of one of Britain’s richest earning and spending areas. 


So, on every list of provincial dailies — 


The Birmingham Post 


should always come FIRST ! 
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Multiple stores increase 


efficiency—and sales 


| those buying from the department 


stores have not moved forward 
in the same ratio as those of the 
customers of other outlets. And 
it is also possible that a number 
of former department store cus- 
tomers have been lost to the 
other types of shop. 

In the household goods section, 
between 1950 and 1953, an 
advance in sales superior to the 
advances in other shops was to 
be observed, but in 1954 and in 
the first nine months of 1955 the 
co-operative stores, in which 
household goods accounted for 
only an estimated 11 per cent of 
their trade, made substantial 


| progress. 


However, it is in the cloth- 
ing and footwear section that 
the sales of the multiples have 
outstripped their competitors 
so successfully, and by so large 
a margin that it deserves 
examination. 

It will be seen from table | 
(see ADVERTISERS WEEKLY, 
January 13, page 26) that the 
volume of footwear and clothing 
purchases is only just recovering 
from the 1951 slump, and when 
it is remembered that the figures 
in table 3 are for the value of 
sales, it will be realised that the 
volume of sales in independents, 
department stores and _ co- 
operatives has, in fact, declined. 


Methods of improvement 


There are several factors 
which have contributed to the 
advance of the multiples. First, 
by using standard fittings, the 
cost of equipping stores has been 
lowered and the burden of over- 
heads reduced. Secondly, by 
limiting the range of goods and 
making them standard in all 
branches, economies from bulk 


| buying and in internal admini- 


stration have been possible. 
Thirdly, the multiple stores, as 

a result of the production of 

their own particular brands, have 


_ not been hindered by having to 


conform to re-sale price main- 
tenance agreements. Fourthly, 
the multiples, unlike the 
department stores and some 
independents, have not offered 
the same services to customers 
in the form of deliveries, and 
this cost has been excluded from 
their operations. 

All these factors have enabled 
them to offer goods at low 
prices without any loss of value. 

Furthermore (and the develop- 
ment has been of _ great 
importance during the post-war 
years), there has been a levelling 
of incomes, both upwards and 
downwards. In consequence of 
the re-distribution which has 
largely operated to the disadvan- 
tage of those sections of the 
public from which the majority 
of department stores have drawn 


their customers in the past, trade 
has tended to flow to the mul- 
tiples, 


Particularly in the clothing and 
dress materials trade, partly as a 
result of the increase in prices, 
the market for y-made 
clothing and also for ready-made 
footwear has expanded. There 
has been a flow of customers to 
the multiples, as a result of 
increased incomes, from the co- 
operatives and from the inde- 
pendents, and as a result of 
decreased spending power from 
the department stores and inde- 
pendents. 


In how many provincial towns 
these days is it possible to find a 
bootmaker and how often has an 
old-established business been 
absorbed by a multiple ? 


Influence of transport 


Additionally, the improved 
transport facilities have promoted 
a growth in shopping in towns, 
and particularly in the main shop- 
ping areas, in which the multiples 
have sited their shops. 


Again, the multiple stores, 
more especially as opposed to 
the private trader, have made a 
feature of organisation and 
stock turnover. The scale of the 
multiple’s operations can be 
judged from a comparison of 
two figures. The turnover of 
Marks and Spencer, Ltd., for 
1954-55 amounted to £107 
million; the total co-operative 
drapery, men’s wear and footwear 
trade in 1954 has been estimated 
at £91 million. 


Finally, some sources have 
ascribed the success of multiple 
stores in recent years to the 
growth in hire purchase trade, a 
field in which the multiples have 
been able to offer more facilities 
than independents or co-operative 
stores or department stores. 


Hire purchase factor 


However, in his statement at 
the annual general meeting of the 
Great Universal Stores Ltd., in 
October, 1955, the chairman. 
Isaac Wolfson, made a point of 
emphasing that hire purchase 
trading at home represented only 
20 per cent of its retail turnover, 
the remaining 80 per cent being 
sales of merchandise of all types 
on cash or short-term credit. If 
the company is representative 
of the multiples offering hire pur- 
chase terms, then the argument 
loses much of its force. 


To sum up, the position of the 
multiples has improved for 


several reasons and, apart from 
the artificial conditions during 
the war years, the advance has 
been continuous 
likely to continue. 


(To be concluded) 
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darn OV CAMLE 
to all who buy photography 


The extensive rebuilding and refitting of our 

photographic studios at Brownlow Street provide the completely 
ideal setting for the outstanding in advertising and fashion 
photography. Near- perfection in setting and equipment, of 
course, is meaningless without the man who can put them 
to work to produce the outstanding . . . and we have the man in 
Norman Lay. If you know his work, all well and good. If 

not, it really will be worth your while to get acquainted. You 
may like to see our photographic representative* 


. Or you may prefer to visit the studios. 


*Mr. M. R. Kindon, whose intimate knowledge of photographic technique has 
been acquired over years of wide experience. 


Please write or telephone Norman Lay 


GEE & WATSON pnorocrapnic stupios 


14 BROWNLOW STREET LONDON WC1 
Telephone HOLborn 4787 


Brownlow Street turns off Holborn almost opposite Chancery Lane 
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Flippership or 


= Not for EVERYBODY’s the casual flip-flip of photo and caption. 
EVERYBODY'S is a magazine for readers. EVERYBODY'S is read at home, at leisure, regularly. 
EVERYBODY'S is an armchair weekly. Its readers have time to 

take in your sales message. And what a difference this ‘deep reading’ 


makes to repeat sales! If you want your ads to be read, put EVERYBopy’s on the schedule. 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, EVERYBODY'S PUBLICATIONS LTD., 114 FLEET ST. LONDON, EG.4. FLEET STREET 7521 
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For a readership that reads 
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To Account Executives 
with Direct Mail Clients 


} 


We know Direct Mail can provide some big 
headaches. But it’s worth the trouble for 

the fuller message and the surer coverage of your 
market. And if you call in BIA at the start 

there’s no reason why your campaign shouldn't be 
trouble free. BIA have the most up-to-date, 

most comprehensive mailing lists in the country. 
For a successful campaign call in BIA — early. 


The first step is to ask your secretary to send for a copy of our “ Mailway ” catalogue 
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Direct Mail in Action 


There is a tendency to resist the introduction of 
humour in direct mail advertising. 
people’s tastes in humour differ so widely that the 
basic message may be cancelled out. 
handled, however, humour can greatly aid a campaign 


Carefully 


It is argued that 


The humorous approach can_ pull 


replies — if used with care 


ADVERTISING by direct 
mail pulls and sells. If it 
did not, national advertisers 
would not go on using it. In 
addition, however, there is an 
aspect of direct mail which is 
not so well recognised and 
consequently is little ex- 
ploited ; namely, its value for 
thoroughly testing out new 
ideas. Direct mail as a 
medium is so flexible that it 
can be used for this purpose 
economically and effectively. 


One example of such testing 
comes to mind. 

The Linguaphone Institute, the 
organisation which specialises in 
teaching languages with specially 
prepared records and textbooks, 
had used direct mail very seri- 
ously for many years. It was an 
efficient medium for putting over 
the simplicity and interest value 
of the method, and the results 
from campaigns had been highly 
gratifying. But, as so often 
happens, there always remained 
a residue of inquiries which did 
not result in business. 


Making a suggestion 

One day, Jack Cassels, the 
author of that exc@llent book 
How to Sell Successfully by 
Direct Mail (published by Busi- 
ness Publications Ltd. in associa- 
tion with B. T. Batsford Ltd., 
21s.) telephoned me saying that 
he had a suggestion to make. He 
came to see me. 

His idea was that we should 
use a _ special booklet in a 
humorous vein, which told its 
story in pictures with the smallest 
possible amount of written matter. 
The illustrations would be speci- 
ally drawn to focus attention on 
situations in which a_ traveller 
abroad would have found a 
knowledge of the language useful 
in avoiding an embarrassing 
situation. The approach should 
be light-hearted, and convey im- 
mediately the idea that it was 
an advantage to know. the 
language before travelling. 


By KAY M. MURPHY, 
managing director, Linguaphone Institute. 


The freshness of the idea 
appealed to me. I was, however, 
doubtful about the wisdom of 
using humour, because I had so 
often been made aware of its pit- 
falls—where one man’s meat 
proves another man’s poison. The 
fact that / was amused by the 
booklet was by no means a 
guarantee that others would be 
as well. Inevitably, too, the story 
told was to be one of misfortunes, 
and as a general rule I prefer to 
stress the additional pleasures one 
enjoys as a result of knowing the 
language of a county in which 
one is travelling. 


In fact, we had always avoided 
humour in our advertising. Our 
courses are prepared by eminent 
professors and speakers, and we 


had felt it to be inappropriate 
to publicise our service by being 
comic. 


Doubt of effectiveness 


In general, people who set 
about learning a language like 
to be taken seriously and tend 
to doubt the value of any 
frivolous inducements to learn. 
Experience and research had, of 
course, taught us the value of 
making the subject matter of our 
courses light and easy to 
assimilate, while avoiding any 
appearance of forced humour or 
facetiousness. With this in mind 
we had also maintained a serious 
attitude in our advertising, and I 
was chary about departing from 
it. 


{| Consequence of misunderstanding { 


The curate was sure he knew how to ask for the historic ruins 
of the Cluniac Priory. 


A page from the booklet titled “They all could have avoided it so 


easily...” 


which has been successfully used by Linguaphone Institute 


Ltd., in direct mailing. 


It is not necessary to describe 
the detailed discussion which pre- 
ceded my final decision to go 
ahead with the booklet. Suffice it 
to say that I had confidence in 
Jack Cassel’s assessment of the 
impact of the booklet, and, as a 
famous Punch artist was to draw 
the cartoons, I felt we could be 
reasonably sure that the pictures 
would appeal to the British 
sense of humour. 


Having decided to go ahead, 
we then wished to find out both 
the appeal and pulling power of 
this new mailing piece. 


Consulting the lists 

To begin with we decided to 
take a fairly small cross-section 
of people who had inquired 
about Linguaphone and had 
been sent our usual “follows” 
without responding to them. We 
went through our lists and 
selected names from _ various 
trades and professions—not for- 
getting the housewife and the 
parents who wanted to help their 
children. 

With some misgiving I awaited 
results. I wondered if the book- 
let would provoke angry letters, 
if we should offend serious- 
minded people. I wondered if 
it would appeal to a certain 
~ of people and repel 
anot group. Above all, I 
wanted to see if it would produce 

@ Continued on page 3% 
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%* ADS SAYS — 


LET ME FIGURE OUT 
YOUR DIRECT MAIL 
ADVERTISING 


I CREATE and write advertisers’ Sales Literature and Postal- 
Advertising material for three leading Direct Mail Advertising 
Companies and two Addressing Houses. My work includes the 
figuring-out and designing of Illustrated Letters, Surprise Fold- 
ers, ‘Gimmick’ Mailing Enclosures, Multifold Broadsheets, 
Monthly Blotter Series, Folder/Reply Cards and everything for 
print-which-can-be-posted. If you contemplate using the mails 
to cultivate sales, I can advise you on Direct Mail Advertising 
procedures and can create for you anything from a single 
sales-letter to a 12-shot postal campaign with all the trimmings. 


A freelance ad-creator who with pen. 
pencil and brush (plus more than 30 
years’ sales-cultivation experience ) 
figures-out snappy, original, result- 
ful advertisements and sales literature 
— from blank layout-pad to colour 
visuals and polished typescripts. 
211 PICCADILLY 
LONDON Wl 
- TELEPHONE REGENT 7464 (Extn. 8) 


JANUARY 27, 1956 


Direct Mail in Action 
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Parents in Leicester were somewhat shocked to get this “essay” about 
Shipley’s (a local shop) on a sheet torn from a school exercise book. 
The corrections were in red ink, and there was wide comment by 
schoolmasters. The shot was in fact written by Gee Advertising Ltd. 


THE HUMOROUS APPROACH—continued 


results in the form of orders for 
the Linguaphone courses. I was 
interested to see if it would stir 
people to action. 

Orders came in as a direct 
result of the special booklet. 

An interesting sidelight was 
that many of these enrolments 


| were accompanied by- most 


appreciative letters, and in some 
cases we had special requests for 
“extra copies of the booklet to 
give to our friends.” 

Those who did not order, wrote 


| to thank us for the booklet. In 


doing so they opened the door 
anew and in many instances we 
were subsequently able to per- 
suade them to enrol for the 
Linguaphone course. 

We had no frivolous or indig- 
nant letters. 

As a result of our experiment, 
we sent this booklet to all the 
inquiries we had received at that 
time—and we had equally good 
results. 

At this stage it became apparent 
that the aptness of the humour 
appealed strongly. We _ dis- 
covered that people laughed and 
said quietly to themselves: 


“That picture is funny, but, in 
fact, such and such a thing was 
rather embarrassing to us at the 
time.” 

Briefly, the incidents we por- 
trayed reminded people of amus- 
ing things that had actually 
happened to them on _ holiday, 
and when they laughed they were 
laughing at those things as much 
as at the actual pictures in the 
booklet. Further, this approach 
appealed to individuals regardless 
of their profession or trade. 


Distribution extended 


Asa result of the success of this 
test we continued sending the 
“funny booklet” (as it had come 
to be called) to all inquiries 
received over a longer period. 

Again, it succeeded. 

This booklet now forms a 
normal part of our regular mail- 
ings. It is an extra “shot” which 
continues to bring in both enrol- 
ments and letters of appreciation 
of a humorous touch. 

In testing this first on a small 
scale we were able to assess re- 
action, and so to go forward with 
confidence on the wider mailings. 
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COPY AND IDEAS 


tae 
BROCHURE disicn 


-- FACSIMILE LETTERS me 
sos AND PRINTING ed 


MATCHING IN AND ADDRESSING 
FROM ACCURATE LISTS 


COLLATING, INSERTION 
SEALING AND STAMPING © 


POSTING ON TIME 


You should contact Mr. S. C. Simmonds or Mr. G. Gonord at 
82-84 PECKHAM RYE, LONDON, S.E15. (Telephone: NEW CROSS 0331/3) 
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with 


Kodatrace 


- REGD. 


Key lines on Kodatrace always give you 


exact register because Kodatrace is dimensionally 
stable. It does not shrink or buckle under 


process conditions and will prove your skill in 
drawing for reproduction. For pencil, pen or wash 
Kodatrace transparency is the ideal medium. 


Send for 


Have you tried 
the new 


test Samples 
e 


7 

. 

* 
+ 'D) BY - 
» eon wer : Sole Distributors 
 “oacwome WC STERN 
¢ DRAFTING CARD © Cpaven House 
@ Aperfect drawing surface @ 121 KINGSWAY 
@ on both sides for perfect ®© LONDON, W.C.2 
@ = half-tone reproduction. > Tel: HOL 6086 
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“The Middlesex Co 


Mest Middlesex 
DUMFRIES 
and GALLOWAY eco ey perl 


STANDARD” | | Sari Obscn 
has the —_—— iY 
LARGEST Wembley #6 Observer 
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SOUTHS | | Acton Gusete 


and the LOWEST rate 
per inch per 1000 copies. 


UWlest London Post 


The Wedliy Bicws 


sd 
159,598 
COPIES EVERY WEEK 


Middlesex 
County 
Press 


HIGH STREET, UXBRIDGE 
Phone : UXBRIDGE 8383 


It is the only Newspaper 
printed and _ published in 
DUMFRIES. 


Ask for Specimen Copy, Rate 
Card, and Map showing where 
the “Standard” circulates. 


ABC Weekly Circulation 
35,128 | 
HEAD OFFICE : 
133 High Street, Demiries. 
Telephone 19. 
BRANCH Seon 
Castle Street, Kirkcudbright. 
Telephone 145. 
LONDON OFFICE : 


E. ea. Ltd., 231-2 
Strand, W.C. 
Telephone, City 5906-8 
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Versatility —the essence 


of ads through the post 


By HERBERT DENNETT, 
advertising manager, Austin Reed Ltd. 


OF all forms of present- 
day advertising, direct 
mail is the most versatile. It 
can buy, it can sell, it can 
describe, it can _ illustrate, 
it can fill a local shop or 
send a stream of applicants 
clamouring for a job. Direct 
mail can do all these things and 
a score of other equally diversi- 
fied jobs. But perhaps its chief 
value is found in the wide 
variety of its potential users. 
So the purpose of this article 
is not so much to catalogue the 
many specific uses to which 
direct mail may be put, but 
rather to consider in what ways 
a number of different types of 
Organisations can make use of 
it. 
GENERAL 
MANUFACTURERS 


This is the type of firm that 
generally serves the mass 
market (food manufacturers, for 
instance) and normally carries 
out distribution through hun- 
dreds—or even thousands—of 
stockists. 

Direct mail can serve a num- 
ber of purposes for such 
organisations: keep in touch 
with stockists between travellers’ 
calls, tell stockists of new lines, 
and of the supply position, and 
generally maintain goodwill 
between the firm and customers. 

It can do a further valuable 
job for the manufacturers’ 
counting house by account 
collection—always a problem 

when the customer list is a 

very long one. But expert 

direct mail can collect accounts 
without leaving a nasty taste 


One little explored use of 
direct mail by manufacturers is 
to scour the country, or even the 
world, for new sources of raw or 
partly manufactured supplies. 


TECHNICAL 
MANUFACTURERS 


In businesses of this type the 
main problem is not so much 
hard selling, but rather describ- 
ing to the potential customer the 
value, functioning and operation 
of complicated devices of various 
kinds. Direct. mail with its in- 
herent flexibility of material: 
folders, diagrammatic broad- 
sheets or brochures, backed up 
by carefully personalised covering 
letters, can put over the most 


complex mechanism in a way 
completely beyond the powers of 
any other form of advertising. 

Nor should firms of this type 
neglect the use of direct mail to 
follow up purchases of their pro- 
duct. The receipt of a_ well 
written follow-up letter of this 
type may save many a customer 
from exasperation with a machine 
that does not work as expected. 
By thus bringing the trouble to 
light the customer is in turn 
saved for the firm supplying the 
machine. 

Many technical products have 
a potential use in half a score of 
industries. Not enough to justify 
wide national press advertising, 
but sufficient to make the use of 
every trade paper concerned a 
costly business. 

But direct mail can be 
directed right to the potential 
users of the product and to 
them alone. 

Firms that have taken the 
trouble to build up hand-picked 
mailing lists will be the first to 
acknowledge the value of direct 
mail for technical prospects. 


SPECIALITY 
MANUFACTURERS 


The office equipment industry 
is typical of this type of organisa- 
tion. Although the product is it- 
self often complicated, a type- 
writer or accounting machine for 
instance, the users are non-tech- 
nical people—often regrettably 
so! The chief problem here is 
hard, competitive selling, often by 
“cold canvass.” 

The function of direct mail in 
such a case is a double one. 

@it should be used as a 
Steady barrage to potential 
users of the product so that 
both name of firm and product 
become thoroughly known. 
This is where the sales letter 
comes into its own. 

@ It can be used to help the 
firm’s salesmen. The greatest 
problem for the speciality busi- 
ness is to get its representatives 
over the few yards between the 
client’s reception counter and 
the buyer’s desk. Here is a 
job for which direct mail is 
supremely fitted if it is ex- 
ploited with skill and persis- 


tence. 
Those two functions should 
especially be borne in mind. 


WHOLESALERS 


These organisations are curi- 
ously mixed in character. Some 


@ Continued on page 40 
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With nearly 90 years’ experience 


SMITH, DALBY-WELCH 
make plain sailing, of your 


ADDRESSING and ENCLOSING 


We have often been asked to address, enclose and 
mail 100,000 circulars in 24 hours. We’ve also 
handled up to 3,000,000 mailing shots in a single 
week. Have you ever tried it? Then don’t— 
unless you’ve engaged an office full of new staff 
and had several dummy runs to plumb the 
intricacies of postal regulations. Of course, after 
go years, it’s all plain sailing to us. We can 
honestly say that you just couldn’t give us an 
order too large for us to get out on time. What’s 
more, if you are working to a limited budget, 
we'll show you how to overcome that too. 

But remember that every direct mail campaign 
depends for success on the accuracy of the mailing 
lists. We have made the compilation of these 
lists the most important department in our 
business. We also offer our clients special 
facilities for the reproduction of sales letters. 
There is not an aspect of direct mail which is not 
taken care of by experts on our staff. Give us a 
ring when you are planning your next campaign. 
For a concise guide to the uses of direct mail 
and the extent of our mailing lists, send for a 
free copy of “ Direct Matt THROUGH SDW”. 


SMITH, DALBY-WELCH LTD 


POSTAL ADVERTISING CONTRACTORS 
ESTABLISHED 1868 


11-12 HALF MOON COURT - LONDON .« E.C.1. - TELEPHONE: MON 9671 (5 LINES) 
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Type E-54 


Often, there is little to choose between two sound pieces 
of work—except the “Acrograph” finish that turns a 
workmanlike job into a winner. For tip-top retouching 
of all kinds, from the broadest effects to the most delicate 
—and for sensitive finger-tip control all the way from fine 
hair lines to flat tints—the inevitable choice is 


AEROGRAPH 


AIR BRUSHES 


Write to Dept. AJ.S 
for free booklet giving 
full details of Aero- 
graph Air Brushes, 
Compressors and Pres- 
sure Regulating Tanks. 


The Aerograph Co., Ltd. (Sales Division) 
47, Holborn Viaduct London, E.C.1l. CiTy 4361 (5 
Factory at Lower Sydenham, S.E.26. 


lines) 


FIFE ASSOCIATED NEWSPAPERS 
COVER INDUSTRIAL FIFE COMPLETELY 
THE DUNFERMLINE PRESS : THE FIFE FREE PRESS 


42,946 A.B.C. WEEKLY 


35 KIRKWYND, KIRKCALDY 
LONDON AGENTS: EDWIN GREENWOOD LTD. 
231-2 STRAND, W.C.2 


Mechanical World 
and ENGINEERING RECORD 


EMMOTT & CO. LTD., 31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E C.4. 
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Direct Mail in Action 


a multitude 


are also manufacturers in their 
own right, others solely middle- 
men, but they all share with the 
general manufacturer the posses- 
sion of a well defined list of cus- 
tomers to whom they sell 
through travellers. 

With the customers of whole- 
salers there is probably less arbi- 
trary switching from one firm to 
another than in other types of 
industry, hence wholesalers are 
apt to neglect the possibilities of 
direct mail on their behalf. 

Perhaps goodwill letters, linked 
with a lively house journal form 
the best approach to its customers 
for this type of business. The 
wholesaler shares with the 
general manufacturer the account 
collection problem, and many 
might make more use of expertly 
written direct mail in their count- 
ing houses in place of the collec- 
tion clichés that are mailed so 
regularly. 


RETAILERS 


This type of advertiser must be 
divided into three sub-sections: 

® General stores 

® Chain stores 

® Private traders 

Their fundamental problem is 
the same, however, selling direct 
to the public, generally to that 
most fickle of persons the British 
housewife. 

Because their customers are apt 
to move away or otherwise cease 
to be prospective buyers, the 
mailing lists of retailers are much 
more difficult to maintain than 
those of wholesalers and manu- 
facturers. Thus, retail direct 
mail demands the highest skill 
and care on the part of the adver- 
tiser, but to compensate for this 
it offers this type of business the 
greatest rewards. 

Here are just a few of the jobs 
it is able to do: 

It can persuade the customer 
to buy in additional departments 
of the business (it would be an 
eye-opener for many a retail firm 
to know in how few departments 
the average customer does buy). 
It can tell of fashion shows, 
special offers and new ranges. It 
can keep in touch with customers 
who make periodical visits to the 
Est. 1908 Phone: Hol. 8641 /2 


ALERT 


Circularising Co. Lid. 
87/93 LAMBS CONDUIT ST., W.C.1 


Directors: 


P. Millward, F. Halls 


House to House distribution of | 
circulars etc. by men under efficient | 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich | 
Boardmen. Street Paper Selling. | 


A medium that will serve 


of masters 


centre in which the advertiser is 
established. 

These special uses are in addi- 
tion to those which the re- 
tailer shares with other types of 
industry, the maintenance of 
goodwill, account collection, etc. 


SERVICE FIRMS 


Here there are two main sub- 
divisions: “trade” firms such as 
window cleaners, garages, hotels, 
etc., and the partly or wholly 
“professional” finms which are 
permitted to advertise: estate 
agents, insurance companies, 
building societies, banks, etc. 


Every single type of business 
under this main heading could 
use direct mail to profit, all the 
more because it is a rarity for a 
prospective customer to receive 
expertly written sales letter from 
firms of this kind. 


VOLUNTARY 
ASSOCIATIONS 


This country is the original 
home of the voluntary associa- 
tion: political, sporting, philan- 
thropic, educational and so on. 
However, of the thousands of 
such associations in existence to- 
day, only a tiny fraction make 


prosperous Pp. 

It would pay many a harassed 
association secretary to make a 
thorough study of the principles 
of direct mail advertising. Not 
only would it make his own 
work the easier, but it could 
bring to his association hitherto 
unimagined prosperity. 


THE PROFESSIONS 


Beyond the pale of the busy 
world of direct mail (and indeed 
of any form of advertising more 
enterprising than a modest brass 
piate) stand the doctors, dentists 
and a few other professionals 
who must not advertise. 

Years ago, many literally 
starved. It is a curious world 
that permits a public contrac- 
tor, upon whose integrity and 
workmanship the lives of thou- 
sands may depend, to advertise 
at will, -yet refuses it to the 
small-town lawyer who rarely 
handles anything more explosive 
than a contested will, 
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WILL DO 
THE 


WORK OF 


Mogent 


One Bradma Machine in your office saves time, labour and costs. Invoicing, State- 
ments, Dividends, Wages and Salary Lists, Pay Envelopes and Addressing, can all 


be handled with amazing rapidity, by accurate, economical Bradma. 


Brition ADDRESSING MACHINES AND BUSINESS SYSTEMS 


Manufactured in Great Britain for the markets of the World by 
ADREMA LIMITED, Telford Way, London, W.3. Tel: SHEpherds Bush 209! 
BRANCHES AND AGENCIES THROUGHOUT THE WORLD 
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Packaging and_ Point-of-Sale Display 


Young industry in Wales opens up prospect 


for efficient meat advertising 


New casing gives boost 


to branded meat 


"PHINGS are certainly de- 
veloping in the sphere of 
meat marketing. More and 
more brand names are creeping 
in and have excellent effect 
upon the trend of sales. 


A sign of the times was the 
reception recently given by 
Viskase Ltd. in London in 
order to announce their inten- 
tion to build a completely 
new industry in Swansea— 
the manufacture of Visking 
casings from start to finish. 
Heretofore the product has been 
imported partly finished from 
Canada and completed at the 
company’s factory in Swansea. 

The application of Visking 
cellulose casings to hams and 
shoulders seems to have caught 
the imagination of the trade, 
which readily appreciates that the 
casings afford first class protec- 
tion to food in shops, stores and 
warehouses. With them the meat 
is fully protected until sliced and 
handed over the counter to the 
housewife. The casing can either 
be removed immediately prior to 
slicing, or if sliced with casing 
still on, it should be taken off 
much as one prepares Juncheon 
or breakfast sausage for eating. 

From the advertiser’s point 
of view, however, the direct 
value of the casings lies in the 
fact that they can be printed 
as a one- or two-colour job in 


By OUR PACKAGING CORRESPONDENT 


a variety of designs. This 
makes it possible for the pro- 
cessor to establish a brand 
name for his products—some- 
thing which is difficult to 
achieve with the conventional 
form of packing. 

The fact that the material 
stretches sideways has to be 
taken into account in design pro- 
duction. The work of Viskase 
artists, the designs are submitted 
to their customers in the form in 
which they will appear on the 
final product. Once they have been 
approved special art work has to 
be prepared for block making in 
which the lateral dimensions are 
reduced to fit the unstretched 
casing, but which will appear in 
the correct form when this is 
applied to the meat. 

The casings can be supplied in 
three colours, clear, red and 
amber and in a variety of sizes. 


Choice of film | 


EVER SINCE rationing came to 
an end there has been grow- 
ing interest in the prepackaging 
of fresh meat. Inevitably, self- 


service stores leapt at the chance 
of adding to the range of pro- 
ducts they could sell, and many 
of them have already got the 


4 section of the display cabinet which showed “Cellophane” wrapped 
cuts on the Smithfield Show stand taken by Hussmann British 
Refrigeration Ltd. 


Chairman of Vis- 
kase Ltd., A. 
Scholefield, shows 
samples of Visking ‘ 
casings to Miss = 
E. M.  Hobbins, 
news editor’ of 
“British Packer.” 


operation pretty well organised. 


> 


Now, retail butchers are begin-- 


ning to grasp the advantages of 
the new methods. 


Newcomers to  prepackaging 
soon learn that it involves some- 
thing more than wrapping the 
meat in the first piece of trans- 
parent film that comes to hand. 
putting it in a shop window and 
hoping for the best. The right 
film must be used to ensure the 
best results and the wrapped meat 
displayed in an attractive setting 
at low temperatures. Just what 
can be achieved by observing 
these two basic rules was very 
impressively demonstrated at tne 
Smithfield Show on the stand of 
7 ee: British Refrigeration 
td. 


Range of cuts 


The main feature of the Huss- 
mann display was an open- 
topped cabinet 17 ft. long well 
stocked with a wide range of cuts 
wrapped in “Cellophane” cellu- 
lose film. Also exhibited was a 
new double-decker display unit 
with a mirror at the back of the 
top shelf to permit “all-round” 
inspection of the film-wrapped 
joints. This cabinet was being 
shown for the first time, and has 
been designed as a wall fitting or 
for use in pairs, back-to-back, 
where maximum refrigerator dis- 
play space is required in a limited 
floor area. 

Meat supplied by C. R. Oliff 
Ltd., of Earls Court, and Payne & 
Sons Ltd., of Putney (both shops 
are in the Payne & Sons group), 
was wrapped in MSADT 300 t, pe 
“Cellophane” cellulose film. This 
film, specially designed for meat 
wrapping, is manufactured by 
British Cellophane Ltd., who were 
responsible for the wrapping and 
arrangement of the packs dis- 
played. The larger cuts were 
given a simple direct wrap: others 
were first placed on a cardboard 
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base or in a Hartmann fibre tray 
before being overwrapped. 


* * * 


A NOVEL approach to the sub- 
ject of rat bait point-of-sale. dis- 
play has been shown in a case 
which has been designed and pro- 
duced by Arthur Upton (London) 
Ltd. for Sorex Ltd. of Maidstone. 

The main rat bait market is in 
country districts. Sorex therefore 
had to have a unit which could 
be easily carried about by their 
representatives and it had also to 
be ready for immediate use. 
Moreover, it had to be sufficiently 
attractive and eye-catching for 
display in small country shops. 

Preliminary reports tell of a 
very encouraging response from 
retailers. 


This shows the new Sorex Lid. 
point-of-sale display opened up. 
When closed it resembles an 
attaché case. Ease of carrying 
it about is a major advantage. 
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poster by Saul Bass 


Saul Bass is recognised as one of 

the outstanding American poster artists 
and designers of today. He is 
exclusively represented in this country 


and throughout Europe by the 


Artist Partners Organisation. 


ARTIST PARTNERS LIMITED 


44a, DOVER STREET, LONDON 


YOE PARK 9941 (TEN LINES) 


ARWOLD STANG DARREN McGAVIN. ROBERT STRAUSS. JOHN CONTE. SCREENPLAY GY WALTER NEWMAN & LEWIS MELTZER. FROM THE WOWEL BY NELSON ALOREN MUSIC BY ELEER SERNSTEW. PRodUCED » DIRECTED BY OTTO PREMINGER. RELEASED BY UNITED ARTISTS. 


oD Eo “SQUARE * {from JAN 12th 
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The Exhibition World 


organisation: Textiles and clothing 


Two new events are planned by the BIF 


will be emphasised 


Bright and busy prospect 
ahead for the BIF 


NDER the vigorous 
managing directorship of 
Kenneth Horne, BIF Lid. cer- 
tainly seem to be bringing this 
great fair out of the doldrums 
into which it had apparently 
run. 

Next month’s new BIF at Earls 
Court—at which toys will pre- 
dominate—and the other usual 
annual fairs at Olympia and 
Castle Bromwich in April are, 
from all accounts, going to be 
busy events. 

Now out of the blue comes the 
news that BIF Ltd. are planning 
a Textile and Clothing Fair at 
Earls Court in 1957, 

This will form a separate BIF 
in London in March, immediately 
following the first BIF of the year 

also at Earls Court. The next 
Textile Fair will not be staged 
until at least 1959, as it is pro- 
posed to hold exhibitions of tex- 
tile products at intervals of not 
less than two years. 

1 am pleased to hear about the 
two new BIFs because it has 
always seemed to me that the 
tremendous home and overseas 
advertising and publicity cover- 
age given to the BIF over the past 
39 years can get results for more 
than the two annual events. 


* * * 


Tent of power 


TALKING TO John Fraser, press 
officer of Electrical Development 
Association, who will be once 
again acting as press officer of 
the British Electrical Power 
Convention and Exhibition which 
is to be held at Torquay, May 23- 
29, | heard that it has always 
been difficult to find a venue for 
the convention having adequate 
accommodation for the exhibi- 
tion which forms an important 
part of it. 

Three years ago it was held in 
Torquay, and the exhibition was 
staged in the Devonshire bus 
garage, to the delight of exhibi- 
tors and delegates, who recalled 
that on a previous visit to the 
town it had been housed in a 
marquee on the car park adjoin- 
ing the harbour. The weather 
then was so extremely hot that 


By 


OUR EXHIBITIONS CORRESPONDENT 


visitors and exhibitors were 
baked. 

However, while arrangements 
were being made for this year the 
organisers were told that the 
garage would not be available. 
Alternative sites were inspected, 
and the only place which would 
adequately encompass the show 
(which is the largest electrical 


show to be staged outside 
London) was the Abbey 
Meadow, one of Torquay’s 


beauty spots, which, previously, 
has always been open to the un- 
restricted use of the public. 
After negotiations with the 
corporation, the mayor and 
councillors agreed that the con- 
vention was of such importance 
to the town that they would con- 
sent to the exhibition being held 
on the meadow. Thus, a framed 


tent, covering 30,000 square feet 
(all under one “roof’) will be 
housing this year’s largest-ever 
British Electrical Power Conven- 
tion and Exhibition. 

To preserve the turf of the his- 
toric meadow, Norman Phillips. 
exhibition organiser of EDA, 
who is in charge of the arrange- 
ments, is to provide a floating 
timber raft over the whole 30,000 
square feet. 


Ultra-modern bungalow 


Outside this main exhibition, 
EDA will build an “Electric 
House” in the form of a full- 
scale, three-bedroomed  bun- 
galow. This will include all the 
most up-to-date electrical appli- 
ances for use in a modern home 

including electric floor warm- 
ing. 


Teaching chefs of the future 


; Pe feorouran-y 
SY BERS: + 3 


A throng of “Philip Harbens of the future’ attended the demonstra- 


tions held on the Gas Council's stand at the recent Schoolboys’ Own 


Exhibition. The boys all had a chance to make their own cakes. 


JANUARY 27, 1956 


The National Exhibition of Cage 

Birds and Aquaria gained a lot 

of publicity in the national press 

when this model posed with the 
birds. 


Between this house and the 
main exhibition will be a hall 
where the SW Electricity Board 
will display the widest possible 
variety of electrical appliances 
for the home. 

* * * 

| HAVe had an interesting talk 
with an expert on Asian trade 
who has strong feelings on the 
manner in which British partici- 
pation in Indian exhibitions is 
handled. 

He said that at the recent 
international fairs in New Delhi 
and Karachi. the important 
opportunity to show the range 
and quality of products which 
Britain can offer to Asian 
countries was lost. The British 
pavilions at the events compared 
very unfavourably with those of 
other countries. The Manchester 
Guardian correspondent described 
the one at the New Delhi fair 
as “merely an eyesore.” 


Inadequate representat’on 


British authorities are to be 
blamed for not having organised 
an adequate show of British in- 
dustries in the opinion of the 
expert. He has pointed out that 
suggestions have been made to 
the effect that in future the 
Commonwealth Relations Office 
or the Foreign Office and not the 
Board of Trade should be respon- 
sible for British pavilions at 
international fairs. But many 
United Kingdom firms which 
should have shown more interest 
in the fairs as a means of pro- 
moting their trade in the Asian 
markets must also take their 
share of responsibility for the 
failure. 

My informant cited the letter 
Professor Rushbrook - Williams 
wrote to The Times, in which he 


@ Continued on page 46 
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Is vour money were saving 


How much did you spend last year on display and exhibition construction ? 
Too much ? And what do you expect it will cost you this year ? 


Exhibition Stands 

Illustration shows completed stand at the 1955 
Motor Show. Reproduced by courtesy of 
Philips Electrical Limited. 

Designed by Leslie Gooday. 


Window Display 

Illustration shows Biro-Swan window display 
at the corner of Bond St. and Brook St. after 
installation. 


Designed by Richard Lonsdale-Hands 
Associates. 


You can reduce it 


Or you can get more for your money. 

No miracles are involved; it is simply 

a matter of placing the work in the 

hands of a_ special display and 

exhibition service recently launched 

in London—Camden Exhibition and 

Display Service Ltd. . 

This service links together a hand 

picked team of artists and craftsmen, 

a silk-screen unit, the production facilities of three factories, and the services of a nation- 
wide transport organisation specially created for the movement of display material. 
It is geared for quick production, swift delivery and installation—and low cost. This 
is the advantage of having your display material made and circulated by one group. 


There is a further advantage; when your material is out of use it is carefully stored in 
the group’s London storehouse. 


eh ine These, then, are the benefits enjoyed by the many leading 
anne eet  €Xhibitors who use the Camden Exhibition and Display Ltd. 
repreduavn 4  Service—a service, any part of which, you can command 
jucdtoo. '”“ immediately. Simply telephone SHOreditch 8399/8327. 
Reproduced by 


courtesy of 


Christvs’ London. + « « that’s how easily you can get the best-made display 


material and cut your costs! 


Camden Exhibition & Display Nd 


2 RUFUS STREET, LONDON, N.!. Telephone : SHOreditch 8399 '8327 
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practical 
sales promotion 


The ‘‘ man in the street ’’’ is the 
most important man in the world to 


you. 


Meet him, talk with him, convince him, 
sell to him and learn from him—at the 
four great Exhibitions we organise 


annually. 


% “BIRMINGHAM MAIL’’ NATIONAL TRADES 
HOMES & GARDENS EXHIBITION 


BIRMINGHAM 28th MARCH to 2ist APRIL 


% SCOTLAND’S OWN IDEAL HOME EXHIBITION 


EDINBURGH 2nd to I9th MAY 


% ULSTER’S OWN IDEAL HOME EXHIBITION 
BELFAST 29th AUGUST to 15th SEPTEMBER 


* “BIRMINGHAM MAIL” MIDLANDS 
IDEAL HOME EXHIBITION 
BIRMINGHAM 28th SEPTEMBER to 20th OCTOBER 


For full particulars, prospectus, etc., 
{ apply 
TO 


Herbert Daniel Exhibitions 
° Clifford Srreer 


London 
Telephone Wet ORGANIZERS 
a hd HIGH CLASS 
(S LINES) EXHIBITIONS 
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Big publicity plans for 
mechanical handling show 


stated “At present the Board of 
Trade—the department con- 
cerned—appears content to rely 
upon the local merchants who 
handle British goods to support 
and stock a so-called British 
Pavilion. This is disastrous. No 
Briton who visited the recent 
International Fair at Karachi 
could fail to be thoroughly 
ashamed of the poor B am 
goods, poorly display 
abominably housed, which made 
up the United Kingdom 
Pavilion.” 


{ Busy showman 


For six years press officer for 
Associated Iliffe Press, and being 
responsible for a number of their 
exhibitions, in addition to public 
relations work on the 34 Dorset 
House journals, Maurice Sey- 
mour is now going full-steam 
ahead on the Mechanical 
Handling Exhibition which he is 


| concerned with for the first time 


this year. 

Despite the fact that he has 
been busy on both the National 
Poultry Show and the National 
Caged Birds Exhibition, he has 
been making personal visits to a 
number of the 270 exhibitors 
who will be showing at the 
Mechanical Handling Exhibition 
in order to obtain first-hand news 
stories. He intends to continue 
this persona] tour in search of 
exclusive news for distribution to 
the press and television almost up 
to the time the exhibition opens 
at Earls Court in May. 

In addition to newspapers and 
magazines, Mr. Seymour tells me 
that he is already sending out 
regular information on the show 
to 1,000 trade and technical 
journals in this country. He will 
also be covering 1,000 overseas 
newspapers and journals in 75 
different countries. The informa- 
tion will go out in five different 
languages. 

* * *x 


FROM Mrs. Eileen Henderson, 
organiser of the Hardware 
Trades Fair that is being held at 
the Horticultural Halls, February 
20-24, I hear that it will be 
double the size of the first fair 
held last year. 

The classified list of goods 
exhibited will equal that of any 
of the largest continental exhibi- 
tions, and it is expected that last 
year’s attendance of 15,000 trade 
buyers from home and overseas 
will be exceeded. A feature of 
the event will be the first self- 
selection hardware store. Pre- 
pared by Parnell Ltd., this will 
be under the auspices of the Self- 
Service Development Associa- 
tion. 

Mrs. Henderson is also respon- 
sible for the first Modern Garden 
Equipment Exhibition, which is 
taking place at the Central Hall, 


Westminster, 
March 
* * * 

THe Bure Gun—a fully auto- 
matic machine carbine—which 
fires roll caps singly or in bursts 
up to 50, the musical Blackbird 
Pie and the musical Jack-in-the- 
Box are three of the entirely new 
lines that Mettoy Playthings, of 
Swansea, will be exhibiting at 
the BIF in February. 


Forthcoming Events 
(to February 28) ; 


February 23- 


Feb. 6-10, Gift and Fancy 
Goods Fair, Winter Gardens. 
Blackpool ; Feb. 6-10, Stationery 


and Book Trades Fair, Horticul- 
tural Halls, Feb. 6-10, Stationery 
Trade Fair, Country Hotel, etc.. 
Blackpool; Feb. 11-21, Halifax 
Home, Fashions and Trade Exhi- 
bition, Marlborough Hall, Hali- 
fax ; Feb. 13-17, Leather Goods 
Industries Fair, Kensington 
Palace Hotel; Feb. 13-17, Men's 
Trade Fair, Royal Albert Hall, 
London; Feb. 14-17, Scottish 
Dairy Show, Kelvin Hall, Glas- 
gow; Feb. 14-18, “Daily Mail” 
Happy Homes Exhibition, Patti 
Pavilion, Swansea; Feb. 15-25, 
Sheffield Ideal Home and Trades 
Exhibition, Norfolk Road Drill 
Hall, Sheffield; Feb. 15-25, 
Norwich New Homes and Trades 
Exhibition, St. Andrews and 
Blackfriars Halls, Norwich ; Feb. 
18-25, Trade Fair, Assembly Hall, 


Tunbridge Wells; 18-25, World 
Travel Exhibition, Corn Ex- 
change, Brighton; Feb. 20-24, 


Hardware Trades Fair, Horticul- 
tural Halls; Feb. 20-24, House- 
hold, Textile and Soft Furnish- 
ings Fair, Royal Albert Hall, 
London; Feb. 20-25, Business 
Efficiency Exhibition, Bingley 
Hall, Birmingham ; Feb. 21-Mar. 
1, Modern Garden Equipment 
Exhibition, Central Hall, West- 
minster ; Feb. 22-Mar. 2, British 
Industries Fair, Earls Court; 
Feb. 22-Mar. 2, Triang Toys 
Exhibition, Park Lane House, 
London ; Feb. 22-Mar. 2, British 
Toy Fair, Earls Court; Feb. 27- 
Mar. 2, Smallwares Trade Fair, 
Metropole Hotel, Brighton ; Feb. 


28-Mar. 3, “Daily Mail” Happy 
Homes Exhibition, Music Hall. 
Shrewsbury. 


Overseas Events | 
i (to wareny 26) 


Feb. 12- 19, International Ex- 
hibition for Agricultural 
Machinery, Brussels ; Feb. 17-20. 
Furniture Exhibition, Cologne ; 
Feb. 18-26, International Food 
Show, New York; Feb. 25-Mar. 
11, International Building and 


Allied Industries Exhibition, 
Charleroi, Belgium; Feb. 26- 
Mar. 2, German Toy Fair, 


Nuremburg. 
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© the proved vitamin for point - of - sale 


Displays by Priestleys have been helping to 
increase the sales of famous products for over 
30 years. 

Renowned for high-quality, Priestleys offer 
a comprehensive service in every branch of 
Display and Exhibition. 

Our Sereen-printing has an _ internationa 
reputation for excellence and yet our prices 
are competitive. 


To ‘revitalise your selling—call in Priestleys. 


PRIESTLEYS of Gloucester 


Commercial Road, Gloucester. Tel: 22281-4. 22 Buckingham Street, W.C.2. Tel: TRA 4277-8 
70 Caroline Street, Birmingham, 3. Tel: CEN 1941. 
Victoria Buildings, 32, Deansgate, Manchester, 3. Tel: BLA 385], and at Cardiff. 


It is the peculiar 

vitality and gift for catching 
action that is the principal 
characteristic of Ralph Bruce’s 
drawing. The same quality 

is curiously found in his musical 
compositions; he enjoys an 
independent reputation as a 
composer and clarinet player. 
This drawing was commissioned 
by Odhams Press Lid. fora 
John Bull cover. 
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INTERNATIONAL ARTISTS = 
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High prosperity and a predisposition to choose goods from the 
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United Kingdom characterise the Canadian scene which represents— 


A dollar market that offers big 
opportunities for UK traders 


HERE is an_ unfortunate 

impression in the United 
Kingdom that Canada is a 
“saturated market,” and that 
of the available business the 
Americans stand a_ better 
chance of getting it than 
traders in Britain. 

It is certainly true that the 
largest volume of trade between 
any two countries in the world 
is that between the United States 
and Canada. In precise terms, 
the total of Canada’s payments 
to the US including not only 
visible trade but also invisible 
items such as tourism, dividends, 
freight, royalties and so on, 
amounts to round about one fifth 
of Canada’s gross product. But 
that does certainly not mean that 
the future is not wholly promis- 
ing for UK traders—if they will 
only work the market and pay 
due attention to Canadian pro- 
motional methods. 


Competition with US 


The present position is that, in 
a representative year, while 
Britain’s exports do not exceed 
those of the US in any important 
wide category, the two countries 
are in close competition in many 
branches, particularly in textiles. 
Although on the whole the US is 
predominant in cottons and 
Britain in woollens, each country 
has its strongly entrenched spec- 
ialities in both categories. 

Britain supplies some 90 per 
cent of Canada’s imports of 
flannels, worsted, serges, tweeds 
and overcoating and no less than 
42 per cent of all carpet imports 
despite the importance of India 
and Persia in this field. She also 
clings to a large slice of the 
market for cotton yarns. 

In the transport field, Canada 
takes from Britain complete pas- 
senger cars worth some £28 
million as against £47 million 
from the US. Those figures give 
a false picture, however, unless 
one takes into consideration the 


CANADA 


large import of American car 
parts for assembly in Canada. 
Imported commercial vehicles 
and buses come predominantly 
from the US—but Britain has 
almost a corner in bicycles and 
more than half the market for 
imported motor-cycles. 


Because, as a report from 
Joshua B. Powers Ltd. has 
pointed out, the US and Britain 
together account for about 88 per 
cent of Canada’s imports, the 
share of other countries is neces- 
sarily small. The Common- 
wealth, excluding Britain, sup- 
plies about four per cent, leaving 
eight per cent for all foreign 
countries except the US. Never- 
theless, Germany has made con- 
siderable progress lately. 

As regards the belief that 
Canada is a “saturated” country 
so far as exports are concerned, 
let us consider two reports re- 
cently cited by the Magazine 
Advertising Bureau of Canada. 


Survey of homes 


To begin with, there is the 
survey published by the 
Dominion Bureau of Statistics. 
This evidences that 22 per cent 
of the homes in Canada last 
September had no water piped 
inside; 14 per cent had cold 
water only. The remaining 64 
per cent had both hot and cold 
piped in. Of the estimated 
820,000 Canadian homes with 
television, 10 per cent had no 
telephone, and three per cent no 
radio. As to car owning, 55 per 
cent of Canada’s households had 


The first “spec- 
tacular” advertise- 
ment to be 
installed in 


Toronto's Union 
Station. Fully 
animated, this 


Pepsodent display 
has been organised 
18 feet high with 
full animation and 
with special light- 
ing effects. Finish- 
ing touches are 
here shown being 
put to it, and the 
claim is that it is 
the first of its kind 
to be installed in 
Canada. 


one and, of these, nine per cent 
had two or more cars, 

About 18,000 of the country’s 
estimated 3,734,000 households 
had no cooking equipment; 
23,000 households used sawdust 
burners or hot plates; 1,243,000 
used wood or coal stoves: 
798,000 used gas stoves; and 
1,456,000 cooked on_ electric 
stoves. 

Secondly, there is the survey 
(carried out annually) = of 
domestic appliance buying and 
the installation of labour-saving 
and convenience-making facili- 
ties. During last year this reports 
that the proportion of house- 
holds with phones increased to 
2,730,000, or 71 per cent of all 
households, from 69 per cent in 
1954 and 67 per cent in 1953. 
Households with mechanical re- 
frigeration increased to 76 per 
cent of the total from 66 per 
cent in 1953; 


powered washing 


machines, 83 per cent from 80 
per cent; gas or electric ranges, 
63 per cent from 58 per cent: 
vacuum cleaners, 52 per cent 


from 48 per cent. Some 39 per 
cent had television sets, com- 
pared with 22 per cent a year 
earlier and 10 per cent in 1953. 


Population up 


Wuat CANaDaA needs more than 
anything else, however, is more 
population ... and since the 
end of the war it has risen with 
remarkable speed. Consider the 
following figures: 

The population reached 
15,601,000 at the start of June, 
representing a rise of 119,000 
since March | and 406,000 (or 
2.7 per cent) since June 1, 1954. 
Stimulated by a rising birth rate, 
a falling death rate and a large 
@ Continued on page 50 


THE CALGARY HERALD 
THE VANCOUVER PROVINCE 


F. A. SMYTH—U.K. Representative 


THE EDMONTON JOURNAL 
THE WINNIPEG TRIBUNE 


PUBLISHED DAILY IN KEY CITIES OF CANADA 


THE HAMILTON SPECTATOR 
THE OTTAWA CITIZEN 


THE TORONTO GLOBE AND MAIL 
THE MONTREAL GAZETTE 


MARKET DATA, ADVERTISING RATES, SPECIMEN COPIES, AND A.B.C. CIRCULATIONS FURNISHED BY 
34/40 LUDGATE HILL, LONDON, E.C.4. (Tel. CITY 2784) 
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Let Maclean-Hunter 
build your sales 
volume in Canada 


Canada is a vigorous, bustling land of new and expanding 
industries, of ambitious young people planning boldly for 
tomorrow, of executives who make million-dollar decisions for 
their companies today. Handsome rewards in selling await 
those who study the buying habits of her people. 


The Maclean-Hunter organiza- 
tion was founded 68 years ago to 
serve the needs of a young and 
developing nation. It has helped 
to nurture a unique business and 
cultural climate. 


Today, Maclean-Hunter publica- 
tions bring experience, skill and 
high publishing standards to the 
service of Canadians and their 
maturing economy. They serve 
industrialists and merchants with 
news of latest Canadian develop- 
ments in equipment and methods. 
They provide Canadian families 
with top-flight Canadian service 
articles, Canadian entertainment, 
Canadian editorial discussions. 


Only national Canadian publica- 
tions can meet these needs. 


Maclean - Hunter editors are 
recognized Canadian authorities 
and their publications are leaders 
in their fields in Canada. 


These concepts of Canada-wide 
coverage, of specialized Canadian 
service and of editorial leadership 
are responsible for the growth of 
Maclean - Hunter publications 
through the years. 


These concepts, we believe, en- 
sure you of a responsive audience, 
and more for your advertising 
dollar, in a Maclean - Hunter 
publication. 


69 YEARS OF PUBLISHING LEADERSHIP 


MACLEAN-HUNTER LIMITED 
Wellington House, 125 Strand, London, W.C.2 


Temple Bar 1616/7 
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Sell to Canada’s 
expanding markets with 
these M-H Publications 


NATIONAL MAGAZINES 


Maclean's 
Chatelaine 
Canadian Homes and Gardens 


BUSINESS NEWSPAPERS 


The Financial Post 
Style 
Home Goods Retailing 


BUSINESS PUBLICATIONS 


Bus and Truck Transport 

Canadian Advertising 

Canadian Automotive Trade 

Canadian Aviation 

Canadian Grocer 

Canadian Hotel Review 
and Restaurant 

Canadian Machinery and 
Manufacturing News 

Canadian Packaging 

Canadian Paint and Varnish 
Magazine 

Canadian Printer and Publisher 

Canadian Shipping and Marine 
Engineering News 

Canadian Stationer 

Civic Administration 

Design Engineering 

Drug Merchandising - 

Electrical Contractor of Canada 

Fountains in Canada 

General Merchant of Canada 

Hardware and Metal and 
Electrical Dealer 

Heating and Plumbing Engineer 

Home Goods Retailing 

L’ Epicier 

Le Prix Courant 

Marketing 

Men’s Wear of Canada 

Modern Power and Engineering 

Office Equipment and Methods 

Painting and Decorating 
Contractor 

Plant Administration 

Style 


BUSINESS ANNUALS 


Business Year Book 

Survey of Industrials 

Survey of Mines 

Survey of Oils 

Directory of Directors 

The National List of Advertisers 


OTHER SERVICES 


The Financial Post 

Corporation Service 
Canadian Press Clipping Service 
Commercial Printing Division 
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READS WHAT IN CANADA? 


Many a British firm selling its 
merchandise in the rich Canadian 
market is successful largely because its 
sales organization learned early this 
fundamental of selling economically 
in Canada:— 


e Four out of every five Canadian 
retailers, business, and _profes- 
sional men, including the key 
men in industry, regularly receive 
one or more trade, business or 
professional papers. 


e And 95% of these men read their 
business and professional papers 
carefully. 


Audited circulations and independent 
quantitative reader surveys are proof* 


From the 105 papers in the Business 
Newspapers Association, we'll help you 
select the small group which, at lowest 
cost and virtually no waste, will reach 
the exact segment of the Canadian market 
you seek to interest. 


When you decide to come to Canada 
to sell—come to stay! An airmail letter 
today will bring you all the information 
you need about coming to Canada the 
right way—with B.N.A. publications. 


*Research Bulletin 1954 
available on request 


BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA 


*, yf enmeatenl 48. W., TORONTO, CANADA 
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After-sales service is a 


‘must’in sales to Canada 


OMPANIES in the United 

Kingdom should _ give 
“profound consideration” to 
the question of exporting to 
Canada “and not allow them- 
selves to be easily discouraged 
by the difficulties which it 
undoubtedly presents.” In 
that way, M. R. Garner, 
former UK Trade Commis- 
sioner in Ottawa, writing in a 
recent Board of Trade Journal, 
summarises his advice to 
traders in this country. 


Pointing out that in Canada 
there is a liberal international 
commercial policy in operation, 
he goes on to say that “There is, 
too, a welcome impartiality on 
the part of the public at large as 
between goods of overseas origin 
and goods of Canadian manu- 
facture so that there is no per- 
vading prejudice against imported 
goods which has to be overcome 
as a prelude to the development 
of a market for UK manufactures 

-indeed, if UK companies can 
overcome a certain wariness on 
the part of Canadians as to UK 
exporters’ intentions with regard 
to the maintenance of supplies, 
the observance of delivery under- 
takings and the effectiveness of 
their after-sales service, there is 
still a lingering preference for 


manufactured goods of UK 
Tad 

It is stressed that while the 
Canadian economy is not 
immune from fluctuation in its 
earnings of overseas currencies 
and is much affected by economic 
fluctuations in the United States, 
it is certain that in the foresee- 
able future Canada will not be 
short of sterling and will be un- 
likely to introduce extensive im- 
port restrictions against the 
sterling area. “On the contrary, 
Canada has a great interest in 
maintaining a large volume of 
imports from the UK and other 
Commonwealth countries _ be- 
cause such imports facilitate 
payment for even larger exports 
by Canada to the sterling area.” 


Conversion of economy 


Moreover, writes Mr. Garner, 
Canada has converted . herself 
from an essentially agricultural 
and mining economy, into an 
important industrial economy. 
This process of industrialisation 
inevitably gives rise to an in- 
creased demand for industrial 
raw materials, machinery and 
equipment, thus providing oppor- 
tunities for mew and increased 
exports from the UK and at the 
same time providing a basis for 
still further industrial expansion 
in Canada. 


DOLLAR OPPORTUNITIES —continued 


flow of immigrants, Canada’s 
population has jumped by 
3,529,000, or 29.2 per cent since 
June, 1945. It took eight years 
(1929 to 1937) for the population 
to climb from 10 million to 11 
million, and another eight years 
for it to reach 12 million. How- 
ever. it took only the first four 
post-war years for it to go from 
12 to 13 million and only five 
years more for it to reach 15 
million. 

And increasing numbers of the 
population are not staying put. 

Noting that Canadians are 
great travellers, and also great 
magazine readers, travel adver- 
tisers are more and more using 


For the English - speaking people, 
of Cyprus, the Persian Gulf and | 
Beirut 


cYPRUs: 
MAIL | 


| 


P.O. Box 334 29 Oxford St., W.l 
Nicosia Ger: 0737 | 


magazine space. The Magazine 
Advertising Bureau has estimated 
that in the first six months of 
1955 travel advertisers spent 20 
per cent more in magazines re- 
porting to the Canadian Magazine 
Advertising Summary than they 
spent in the comparable period in 
1954. The main travel is, of 
course, between Canada and the 
US. 


* * * 


THERE HAS been a notable in- 
crease in the use of colour by 
magazine advertisers in Canada. 
While the trend was marked 
throughout last year, it was par- 
ticularly noticeable in June and 
July. As a percentage of total 
magazine linage, colour accounted 
for three per cent more in June, 
1955, than in the preceding month 
of 1954, while in the same com- 
parison for July there was a 
phenomenal nine per cent increase 
in the use of colour. 


To-day, incidentally, the circu- 
lation of national magazines sur- 
passes all previous levels. With 
a combined circulation of almost 
four million, magazines have an 
overall distribution of 160 copies 
per 100 households in cities of 
100,000 population and over, 141 
copies per 100 households in 
cities 25,000 to 99,999, and 125 
copies per 100 households in 
cities 10,000 to 24,999. 
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al your fingertips 


a complete point-of-sale Display Service 


* Design From visual to finished artwork our experienced 
team of artists is available to give originality to your displays. 


* Construction Sound and ingenious construction ensures 
Posters perfect and practical presentation. 
Counter Displays 


Window Displays = A complete service te most modern and varied 
Showcards 


methods of reproduction used to complete a service of which we 
Tube Cards, etc. can be justly proud. 


Why not pass your Display problems to: 


“~~ TRAPINEX 


Trapinex Ltd. Display Division 


176-188 ACRE LANE, BRIXTON, LONDON S.W.2. Telephone: BRIxton 2057 (4 lines) 
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Review of New Film Productions 


A documentary about wine 
the whole industry 


By PAUL NUGAT 


promotes 


T must have been an excep- 
tionally happy Christmas 
for W. & A. Gilbey. Just when 
wines and spirits were upper- 
most in people’s minds, their 
sponsored film “Song of the 
Grape” made its cinema debut 
on one of the Rank circuits. 
Nobody, not even their com- 
petitors, will dispute the justice 


“ SSweet SSixteen”’ 


Modesty 
forbids... 


our mentioning the many clients for 
whom we make 16mm. films. Enough 
to say that the list includes some of 
the leading industrial organisations 
in = country. - 

y not entrust your uctions 
= the specialists in 16mm. colour 

films — 


STANLEY ous LTD. 
PRODUCTIONS LTD. 


6-7-8 Old Bond Street, 


London, W.! 
Telephone : MAYfair 4642/3 a 


of this achievement, which will 
add general prestige to the whole 
trade. The film takes us on an 
Eastmancolour trip to the Douro 
valley in Portugal, where the 
lives of the peasants are governed 
by the cultivation of the vine. 
The machine age has not intruded 
here, so that every aspect of the 
cultivation has a primitive kind 
of fascination for us. 

The name of Gilbey is only 
seen in one shot—a natural shot 
of the loading of a cask onto a 
ship about to leave Oporto for 
the United Kingdom. The com- 
mentary is light and objective, 
and the production, direction, 
and photography stands to the 
credit of John R. F. Stewart. 

Running time of the cinema 
version is 21 minutes but the 
one being used in trade circles 
contains a sequence showing the 
—s of the grapes with bare 
eet. 


Travel by road | 


Tue 25 coach companies in the 
BET group have joined forces to 
sponsor “Wheels Over Britain” 
to popularise coach travel. Each 
company has a personal stake in 
this 30 minute Kodachrome pro- 
duction in that 25 versions of the 
final sequence have been shot to 
cover their regional interests. 

This is the group’s first venture 
into this field of publicity and 
after a promising historical open- 
ing taking us back to coach travel 
a century ago, the film falls into 
the common error of trying to 
say and show too much. The 
film, therefore, tends to become 
quite shapeless. 

Technical and _ Agricultural 
Films were the producers. 

* * 


A urTLe film with a lot of 
power seems a fair description of 


TELEVISION SPOTS 
® PUBLICITY FILMS e 
SOUND RECORDING 


GWU OA Leela 


470 GREEN LANES, LONDON, N.13 
Telephone: Palmers Green 1003 and 7440 


Sponcel Ltd.’s new film “Keep It 
Clean.” 

This two-minute Presbury film 
in Eastmancolour, blending car- 
toon and live action, is the 
corner-stone of a big promotion 
campaign. The main features 
emphasised in the film are the 
product's timber origin, its ab- 
sorption of moisture, and its ver- 
satility in keeping house and car, 
clean. 

Housewives will find the 
visuals irresistible, and the music 
and lyrics gay and lively. 

* * * 

THe AssociaTIon of Optical 
Practitioners administer a gentle 
rebuke to the widespread neglect 
of the importance of good vision 
in their latest film “Eyes Right?” 

In this 11 minute documentary, 
we are shown school, university, 
and industrial examples of the 
kind of eye service which ought 
to exist in these fields but is, for 
the most part, sadly lacking. 

Copies of the film are avail- 
able for free shows from the 
association’s head office. The 
film was produced by them in 
association with Film Partner- 
ship Ltd 

* 7 + 

THE First three films in the 
series on work study, produced 
by the British Productivity Coun- 
cil in co-operation with the Euro- 
pean Productivity Agency, have 
now been released. 

Judging by the examples 
shown, industry has not stinted 


itself in providing facilities for 
this urgent cause. Unfortunately, 
the approach to the 


however, 


After harvesting, sherry grapes are laid out to dry in the sun. 
is a scene from “The Harvey Story,” 
Productions. 
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films is such that only a half con- 
verted audience may be fully con- 


verted. 
Briefly, “Introducing Work 
Study,” produced by World 


Wide Pictures Ltd., has a running 
time of 30 minutes and examines 
the basic conception of work 
study . . . which questions the 
methods of performing a set task. 
The film also gives examples of 
work study techniques and the 
effect they have had on produc- 
tivity in several industries — in- 
cluding agriculture. 

In “The Whole Works” the 
application of work study is re- 
lated to the re-organisation of a 
whole factory, from layout to 
minor operations. Production 
was by Basic Films Ltd. 

Finally “All Over The Shop” 
takes work study to the indivi- 
dual workshop level in several 
fields—and this should serve to 
stifle the notion that any particu- 
lar enterprise is outside its scope. 
Production in this case was by 
Data Films and there is a run- 
aing time of 30 minutes. 


Advice for farmers 


Another success can be re- 
corded for Shell-Mex and BP 
Ltd.’s “Scrapbook No. 7” which 
has three excellent items for the 
farming community. 

The much favoured Landrace 
pigs of Swedish origin making 
their first appearance at the 
National Pig Breeders’ Associa- 
tion Show at Peterborough: the 
£7 million flood protection 
scheme in the Fenlands and a 
reference to the 300-year-old re- 
clamation scheme at Denver. 

The producers were Random 
Film Productions and the run- 
ning time covers 18 minutes. 

Farmers will also find “Mech- 
anisation of Livestock Farming,” 
with a running time of 20 min- 
utes, a thought-provoking film. 
In effect, it says that it is not 
enough to be the most mechan- 
ised farming community in the 
world, unless the tractor and its 
ancillary equipment are kept at 
work. 

The running time of this Ran- 
dom film in Eastmancolour is 20 
minutes. 


This 
produced by Presbury Film 
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with Presburys 
Cinema and TV films 


e in the Cinema Presburys produce all 
types of advertising films—in live action, cartoon or 
puppetry. Their distribution service includes many of 
the leading ‘ independents ’. 


on the TV sereen Presburys have 
created some of the most original and exciting ‘ com- 
mercials” for this new advertising medium. Many 
leading advertisers and agents now place their TV 
Productions with Presburys. 


consult 


-.e ctr preference 


S. PRESBURY & CO. LTD., 
Head Office: Gloucester House, 19, Charing Cross Road, London, W.C.2. Telephone: WHitehall 3601. 
Studios: Twickenham Studios, The Barons, St. Margarets, Twickenham, Middx. Telephone: POPesgrove 9063. 


Member of the Screen Advertising Association and of the Association of Specialised Film Producers. 
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MAGAZINE ADVERTISEMENT IN COLOUR 


AGENCY: Mather & Crowther Ltd. 


ART DIRECTION: Eve Smith 


ADVERTISER: Batchelors Peas Ltd. 
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Printers’ book 
‘to guide 


buyers’ 


Brown, Knight & Truscott Ltd. 
have issued a book of their type- 
faces, rules and ornaments, 
specially prepared, says the 
introduction, “to give practical 
assistance to print buyers in the 
selection and _ identification of 
typefaces.” 

Specimens show the range of 
typefaces stocked by the firm, 
and the book also includes a page 
of 12 point alphabet lengths. This 
shows how different typefaces, 
although of the same body, 
appear to be larger or smaller, 
according to their design. 

Say the printers: “Although 
most typefaces can be printed on 
any type of paper and by any 
process there are certain charac- 
teristics in various faces which 
make them more or less suitable 
for a particular process or for use 
on a particular paper. 

“Suggestions showing the vari- 
ous kinds of paper and the 
various processes recommended 
for each individual typeface 
appear at the beginning of each 
section, but these suggestions are 
for guidance only in those cases 
where it is desired to retain the 
true character of the face. 

“In most instances the prob- 
lems occasioned by use of another 
paper or process can be over- 
come with but little loss of 
character.” 


Alphabet book 


for artists 


The 21st edition of a book of 
Alphabets for Signwriters, Artists 
and Illuminators has been pub- 
lished by the Technical Press 
Ltd. The alphabets have been 
collected and revised by H. 
Oxborough, in collaboration 
with W. T. Lovegrove, Livery- 
man of the Worshipful Company 
of Scriveners. 

It sells at 14s. 

A. Colin Cole, Fitzalan Pur- 
suivant of Arms Extraordinary, 
writes in a foreword: “The art 
of a scribe is an ancient art. It 
is capable of much beauty be- 
cause it is subject to one dis- 
cipline, that of the alphabet, and 
within that framework it has 
flourished and bloomed with 
every civilisation. 

“In the past ten years there 
has been a growing realisation 
of the satisfaction that can be 
got from the ability to write a 
good hand. I believe that who- 


ever looks at the following 
pages, be he professional or 
amateur, will find them as in- 


structive as their contents are 
decorative.” 

The book shows types of 
lettering under the following 
categories: alphabets for manu- 
scripts, general-purpose alpha- 
bets and miscellaneous alphabets. 
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THE GRAPHIC ARTS 
—a weekly news survey 


A view of the new studios of Falcon Studios Ltd., Leeds, who have 


recently moved into Britannia House, Wellington Street. 


The firm says 


that increased business, and a merger with Graphic Art Service, has 
meant that over 4,000 sq. ft. of studio accommodation has had to be 
taken at the new address. 


Wace notes to 
aid students 


of typography 

Under the heading of Notes on 
Typography, Wace & Co., Ltd., 
process engravers, typesetters, 
electrotypers and _ stereotypers, 
are to publish specially written 
sheets by Geoffrey Dowding. 

The firm says that Notes on 
Typography will be published 
from time to time, with the aim 
of helping students and also rais- 
ing the standards of workman- 


ship in  typography—both in 
bookwork and in ephemeral 
printing. 


“To that end we shall quote 
freely from the writings of all 
who have striven, by precept and 
example, to set the relatively new 
profession of typography on its 
feet,” it adds. 

The notes will show how 
different body faces appear under 
approximately the same printing 
conditions. 


Ilford methods 
. 
of copying 

Ilford Ltd. have produced a re- 
vised edition of their textbook 
Document Copying with Ilford 
Materials. The new version, they 
say, contains full information on 
their Azoflex process. 

Among the advantages of 
photographic copying methods 
Ilford list the saving of labour 
and time over manual methods 
which might involve tracing or 
typing, and the elimination of 
the need for checking. 

Purpose of the book is to de- 
scribe the main techniques in use 
to-day, to show the applications 
of each, and to draw attention to 


the wide range of Ilford materials 
available for this work. 


‘75 years of 
progress’ 


Seventy-Five Years of Achieve- 
ment is the title of a special 
booklet which has been produced 
by Malcolm Wade & Co., Ltd., to 
commemorate their establishment 
in 1880. 

It shows how the firm has de- 
veloped, along with the new tech- 
niques and discoveries in all 
branches of the printing industry. 
They claim to have introduced 
photochromic inks, forerunners 
of present day three- and four- 
colour process inks. 

Wade’s also state that the 
firm’s progress has gone “hand- 
in-hand with a period of increas- 
ing education and literacy, the 
phenomenal growth of advertis- 
ing, and more recent develop- 
ments in packaging. In the same 
period, printing processes have 
increased to five, with more 
variations of each.” 
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MILAN TO 
STAGE 
AWARDS 


The international competition 
Prize Milan-Liege is from this 
year onwards to take place alter- 
nately one year in Liege and one 
year in Milan. Previously it has 
always been staged in Liege. 

This was announced in Milan, 
Italy, at the prize-giving of last 
year’s awards, which was at- 
tended by a large gathering of 
people representative of the inter- 
national printing and allied in- 
dustries. 

Entries from many countries 
amounted to 770, of which 36 
were chosen by an international 
jury as being worthy of prizes. 
we jaa 176 entries were classi- 
ied. 


6 9 
Form and Fount 

The University of London, 
Department of Extra - Mural 
Studies, in association with the 
St. Bride Printing Library, are 
to run a course of five lecture- 
demonstrations on “Form and 
Fount.” The lectures, which will 
be given by Arnold Bank will be 
at the St. Bride Foundation In- 
stitute, Bride Lane, E.C.4, on 
consecutive Tuesdays at 6.15 
p.m., beginning on February 21. 

The first three lectures are 
on “The Roman Letters in Scripts 
and Types—Forms, Use and 
History,” and the last two 
lectures are on “Italics and Hand- 
writings in Scripts and Types.” 
The fee for the course is 7s. 6d. 
Single lectures are 2s. 


Gee rebuilding 


The extensive rebuilding and 
refitting of Gee and Watson’s 
hotographic studios at Brown- 
low Street, W.C.1, was completed 
just before Christmas. Maximum 
studio space is now available and 
all the props are on wheels for 
easy movement. There is also a 
variety of new electronic equip- 
ment. 


Publishers’ stands at the ‘Ideal Home’ 


A number of publishing firms 
will again be taking part in the 
Daily Mail Ideal Home Exhibi- 
tion at Olympia from Tuesday, 
March 6 to Saturday, March 31. 

A special exhibition issue of 
The Homefinder will be on sale 
in the building sundries section, 
where The Book for the Home, 
Caxton Publishing Co. Ltd.’s new 
publication, will also be on show. 

In the fashion and beauty 
section George Newnes Ltd. will 
feature the new edition of their 
Pictorial Knowledge. 

BBC Publications will exhibit 
many schools publications, 
booklets on sound and television 
broadcasting and their service 
periodicals, in the furnishing and 
decoration section. 

Four other firms are featured in 
this section. They are the Educa- 
tional Book Co., Ltd., who will 
show a range of their publica- 


tions, /deal Home (Odhams Press), 
the Waverley Book Co., Ltd., and 
George Newnes Ltd., whose stand 
in this section will feature their 
Better Home Making, Practical 
Handyman, a new edition of 
Chamber's Encyclopaedia and 
various technical books. 

Virtue & Co., Ltd., will show 
their range of educational, trade 
and religious books in the leisure 
and pleasure section. 


Argus capital 
Argus Press Holdings is raising 
fresh capital against an issue of 


1,060,000 ordinary 5s. shares at a 
price to be fixed later. Expendi- 


ture of £850,000 is expected over 
the next four years in financing 
new plant and buildings, and in 
repaying temporary borrowings 
incurred in buying a 99 per cent 
interest in Industrial Newspapers. 
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Always insist upon using ABC 
journals like the 
NATIONAL NEWSAGENT 
BOOKSELLER 
STATIONER . 


and ensure a guaranteed 
net sale circulation ~ 


Details and rate card of this 
leading and independent 
trade journal from 


149 Fleet Street, E.C.4 


CITY 2604 (5 lines) 


The 
“*FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


ULSTER’S 
leading farming pub- 
lication for effective 
coverage of the farm- 
ing community of 


ABC. fi 
J igures 
“EemMseR OF THE . to june 1955 


AUOIT BUREAU 
OF CIRCULATIONS 
Belfast Office : 

18 Donegall Square, East. Tel. Belfast 24397 


London 8 
69 Fleet Street, E.C.4. Tel. FlEet St. 5453 


SHOWCARDS or CHARACTER 


FoR NATIONAL ADVERTISERS © 


SHOWCARD CO. LTD. 


VICTORIA HOUSE MARSHALL MILLS 
LONDON w.c.! LEEDS 11 
PHONE CHANCERY 2218 PHONE 21732 


b OWCA 

Beste 
Sa Covel 
SILK SCREEN ARTS LT 


97 SHIRLEY ROAD.CROYDON 
ADODISCOMBE 3147-8 


HIGHEST GRADE 
CLEAN & SHARP 
DAS TSMANSHIP 


SPEEDY SERVICE 
EXPRESS £ 
DELIVERY 


Ds “E 


| per S.c.i., 
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The acid 
Bath test 


Take one new Press advertis- 
ing campaign for any consumer 
product, operate it on a pilot 
scale in the Bath Chronicle alone 
—and you'll get a reliable indica- 
tion of its potential effect on the 
whole of Britain. 

Why ? 

Firstly, because all classes, 
Leisured, Business, Professional, 
Industrial and Agricultural, are 
represented in Bath and its 
adjacent country areas. 

Secondly, this ONE paper 
gives you positive blanket cover- 
age of them all—1} copies are 
sold for every household in the 
city, and it also has a big circu- 
lation in West Wilts and North 
Somerset through the Branch 
Offices at Trowbridge, Chippen- 
ham, Devizes, Radstock and 
Keynsham. 

Thirdly, space costs only 10/- 
so your answer will be 
economical as well as accurate. 


In any schedule intended to 


cover the West, this prosperous 
| area‘can only be reached through 


| Arnold Ellis, Cromford House, 


the Bath Chronicle. 
You’re selling to Britain in 
miniature when you’re selling 
to BATH through the 


“Bathewuis: , 
Chronicle & HERALD | 


ESTABLISHED iTeo 


i Se 


* Not to mention the three weeklies which 


reach the prosperous West Countryman at 
week-ends when he has the time to read 


| them:—SOMERSET GUARDIAN, WILT- | 


SHIRE NEWS BATH WEEKLY 


| pea oe Get full details from S. H. 


Roberts, 134 Fleet Street, London, E.C.4, 
Market 
Street, Manchester 4, or Head Office, 33 


Westgate Street Bath. | 


TWO-PURPOSE 
VISIT 


"THERE are two main reasons for 
the visit to this country of Ake 
Fernqvist, advertisement director of 
Stockholms-Tidningen and overseas 


| advertisement director of its evening 
| counterpart, Aftonbladet. 


One is to 
arrange the transfer of these papers’ 
British representation from J 
B. Powers to Albert Milhado—which 
has been done on a most amicable 
basis. The other is to collect adver- 
tisements in connection with a series 
of articles in 
his papers in 
successive 
weeks, each 
discussing a 
articular 
ritish indus- 
try. It is 
planned to 
collate all 
these articles 
into a special 
issue on June 
8 to coincide 
with the visit 
of Her Majesty 
the Queen to 
Sweden. 

This is Mr. Fernqvist’s fourth visit 
to England. The previous one was 
for the International Conference in 
1951, of which he treasures the 
happiest memories. A couple of 
years ago he spent three months in 
America studying the market there. 

Mr. Fernqvist speaks very good 
English. Before he joined his present 
group of papers nine years ago, he 
was assistant to the managing director 
of the Annonskrantz agency and 
before that an executive in a big 
Stockholm store. 


Ake Fernqvist 


Million Tips 


How many letters have you 
looked at in the last three years? 
The other day, when J. Arthur Rank 
Screen Services Ltd. opened their 
new cinema in Hill Street, | met a 
woman who has read over a million 
in that time. 

She is Miss Bertha Jones, who 
has opened every Tip received by 
the Rank Organisation since that 
film advertising series started in 
January 1953. She told me that 
cinema-goers have sent in Tips—for 
which they can, of course, receive 
£25 if their suggestion is used in the 
series—at the rate of 6,000 a week 
until, quite recently, she received the 
millionth one. 

Her job is to select the ones she 
considers best and submit them to 
a selection panel. 

Miss Jones has been with the 
Rank Organisation since Tips 
began; previously she was with the 
J. Walter Thompson Co., Ltd., for 
27 years. There she was secretary 
te rard Holdsworth, now manag- 

director of Screen Services. 
Miss Jones use a Tip her- 


HENDON 
BILLPOSTING 


COMPANY 


37 SPRING STREET W.2. 


| 
| 
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Miss Bertha Jones (left) and Miss 


Jeanne Heal, one of the 
commeres. 


“Tips” 


self? Apparently she does. As a 
result of one submitted some time 
ago by a cinema-goer, shé now uses 
a clothes-peg to hold rambling roses 
when she is cutting them—an excel- 
lent Tip, I think. 


U.S. scholarship 


MANAGING director of Domas 
Advertising Agency, Dublin, Peter 
M. Owens, Coos Ireland next 
month to take up a Literature 
Scholarship Award at the US 
Seminar in Salzburg; he will be 
away about six weeks. 

Mr. Owens will concentrate his 
studies at Salzburg on mass media ; 
the course covers a general examina- 
tion of the American publishing 
industry and journalism, and em- 
braces the role covered by the 
advertising agent. 


Mr. Owens, who is an active 
member of the Advertising-Press 
Club, is also lecturer in media, mar- 
keting and market research for the 
advertising and publicity course at 
the Dublin High School of Com- 


bein CONTACT 
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“I've only just mariaged to 
scrape into the ‘Weekly, 
Carruthers. Must get a 
mention a week, you know.” 


Most of the really 
_ 9oenl ENURGEMENTS 


AUTOTYPE 
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We’ve got their measure... 


These totals are what Evening Despatch readers will spend during the year on draught beer, bottled beer 
and cigarettes. This information, together with much more, is in our survey ‘“‘A £31,000,000 Market ’’. 


328,000 people read the 


Evening ; Hespate h 3 for choice! 


For further information write to:— 


T. GN PEARCE, LONDON ADVERTISEMENT DIRECTOR, WESTMINSTER PRESS 
PROVINCIAL NEWSPAPERS LTD., 167-170 FLEET STREET, LONDON E.C.4 


or to: Kenneth W. Bailey, Advertisement Manager, Evening Despatch, Corporation Street, Birmingham 4 
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PIONEER SALES AND 
ADVERTISING SERVICES 


PIONEER SALES TEAMS 


Theexclusive services of Pioneer 
Sales Teams are available in 
all main cities and industrial 
areas. Selected areas are fully 
covered by mobile teams work- 
ing to a concentrated system 
of map squaring and all 
Pioneer Sales operations are 
carried out in closest associa- 
tion with the client’s own 
Sales Executives. The Pioneer 
Sales Service includes, where 
required, delivery of goods by 
our own delivery fleet, and 
storage facilities in our main 
depots are provided without 
charge. 


FIXING SERVICES 


The Services of our exper- 
ienced Advertising Staff are 
available at all times in the 
main cities and industrial areas, 
and periodically for country 
and coastal work. They are 
fully trained in the placing of 
all exterior and interior ad- 
vertising at retail outlets, cov- 
ering the use of paper, transfers, 
plastics, showcards and display 
units. Each team carries an 
expert in the use of glass and 
metal work. Decentralised 
control ensures a high standard 
of display and care of material. 
All teams are mobile. 


SAMPLING AND 
CIRCULAR DISTRIBUTION 


The Distribution Service is 
administered quite indepen- 
dently of Retail Advertising 
Services and employs a com- 
pletely separate staff. Female 
personnel only are used for 
distribution duties and are 
most carefully selected. All 
distribution and sample work 
is closely recorded and super- 
vised. 


The above Services are avail- 
able singly or collectively. Esti- 
mates and Preparatory Schemes 
submitted without obligation 
on enquiry to the Service 
Director :— 


PIONEER SALES AND 

SERVICES LTD., 

16a Sheringham Road, 

T Number : 
elephone Num 


N.7. 
NORth 


Depot Offices London, Man- 
chester and Birmingham. 


58 


Publications News and Notes 


NoW backing 
for new comic 


It is understood that the News of 
the World is behind the publication 
of a new weekly “super comic’ 
to be launched shortly. Reports 
state that it will have an initial 
sale of 500,000. The size of the 
weekly will be 16 pages, eight of 
which will be in four-colour photo- 
gravure. It will contain strip car- 
toons, stories, space travel features, 
etc., and will sell at 44d. 

* * * 


The new Argus Press Ltd. 
monthly, My Story, the first issue of 
which will be published on March 
23, will be supported by a national 
publicity campaign with advertise- 
ments appearing in over 30 news- 
papers in every part of the country, 
and by point of sale publicity, in- 
cluding showcards, window bills 
and double-crown posters. 


* * + 
The February issue of House 
Beautiful will contain, among 


several articles on home decorating 
and furnishing, a six-page feature 
on the newest wallpapers and lights 
to go with them. 


* * + 
The Overseas Visitor is to publish 
quarterly in future, instead of 


monthly. The last monthly issue was 

that dated December, 1955, and the 

first of the quarterly series will be 

published in March, 1956. The price 

will be »" wes eee 2s. to 2s. 6d. 
* 


The aie ae of Cycling 
(Temple Press i) will be pub- 
lished on March 1 


* e : 

A series “is full page advertise- 
ments in the M Guardian 
by organisations offering careers to 
young people started on Monday 
and will run until March 9, Monday 
to dee a 


x 
A fultpage ad pe SR was 
taken in Daily Mirror on 


Wednesday to announce details of 


| this week’s Royal Souvenir Issue of 


Picture Post to mark the state visit 
of the Queen and the Duke of Edin- 
burgh to Nigeria. There were also 
announcements on Radio Luxem- 
bourg. 
“ ~ ” 
The February issue of Vogue will 


| contain six pages of advertising, two 


in colour and four black and white, 
for Hi-fi, Max Factor’s new cos- 
metic lotion. This is the biggest- 
ever number of advertising pages 
for a cosmetic preparation in Vogue 
in one issue. issue will also 
feature 2 stars in’ Vogue's com- 


mercial TV programme, “Fashion 
in the Making.” This will be 
backed by window _ displays 
throughout the country. Lilac, 


Vogue’s new spring colour, will be 
featured on the cover and on six 
editorial pages. The promotion will 
be backed by 136 stores with win- 
dow displays and merchandise in 
London. 

* * x 


This week's John Bull contains 


| the second of the magazine's holi- 


day guide supplements, supported 
by 44 advertisers. 
* ok . 

Commencing with the issue for 
week ending February 4, Modern 
Poultry Keeping will be published 
for sale on Thursday instead of 
Wednesday. 


The February issue of She—front 

cover above—will include among its 

ten pages devoted to fashions three 
pages of knitting. 


* * * 


The Spring number and buyers’ 
guide issue of Motor Cycling will 
be published op March 8 


* * * 


Advertisement rates in the Grocer 
are to be increased, owing to higher 
costs of paper and printing. Dis- 
play rates, which will be raised from 
the first issue in March, will go up 
from £38 to £50 per page for a 
single insertion. Classified rates, 
effective from February 4, are to be 
increased from 12s. to 15s. for 30 
words. 


Title change 


The title of the Junior Express is 
to be changed to Express on Tues- 
day, February 14, and it will be pub- 
lished in full colour. The size will be 

20 pages and it will cost 44d. Among 
new features are “The Life of 
Stirling Moss” and a page by Peter 
Scott, the naturalist and broad- 
caster. 

* * * 

Four more newspapers have been 
added to the Ulster Associated 
Press Group, bringing the total 
They are the County 
Spectator, Newtownards 
Spectator, Portadown Times and 
Tyrone Courier. The combined 
circulation of the group has in- 
creased from 88,787 to 114,000. 


* * * 


To-day (Friday), the Jewish 
Chronicle issues a 60-page supple- 
ment commemorating the tercen- 
tenary of the resettlement of the 
Jews in Britain. An editorial con- 
tent of some 40 articles is supported 
by a wide range of advertisers. 
including The Times and Imperial 
Chemical Industries. Jaffajuce, Im- 

rial Leather, and Max Factor 
ave taken the three cover colour 
pages. 

7 * - 


A new edition of How a Car 
Works (Part I in The Modern Car 
Easy Guide Series) was published 
on Monday by Temple Press Lid. 
It was prepared in association with 
The Light Car and costs 2s. 

* * ” 


The May issue of Good House- 
keeping will contain its annual re- 
view of “Living Electrically” as a 
supplement. 
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We Hear 


The first dance organised by the 
Advertising Benevolent Society of 
Ireland attracted an attendance of 
several hundred to the Royal 
Hibernian Hotel Ballroom, Dublin, 
last Friday. Among those present 
was the chairman, J. J. McCann 
(“Radio Review’’). 

* 7 

Buxton Corporation publicity 
committee proposes to restrict its 
£1,090 press advertising scheme for 
January to April this year to an 
actual amount of £300, but is to 
hold the balance in reserve for 
special events advertising. 

* . * 

British Market Research Bureau 
Ltd. have now issued the third 
edition of Western Europe, compiled 
by their chief statistician, Lindsay 
Parkinson. 

* * * 

Guy Preston, of World Contact, 
has been appointed public relations 
adviser to the Motor Schools Asso- 
ciation. 


500 attendance 


Over 500 people attended the 
annual Jrish Press dance at the 
Metropole, Dublin. Among those 
present were J. E. McEllin. chair- 
man, Irish Press, V. De Valera, 
managing director; J. C. Dempsey, 
general manager; C. J. Furlong, ad- 
vertisement manager; and 
Manion, classified advertisements 
manager. 


* * * 


Coventry Corporation expects to 
get another £300 a year in adver- 
tising rights on its buses, by nego- 
tiating an increased rental with the 
comtractors, J. W. Courtenay Ltd., 
from £54 to £55 per bus. 


* * 


Two + in full colour illus- 
trating the progress made in recent 
years in factory lighting and the 
use of colour in industry appear in 
the January issue of Target, the 
Government's monthly bulletin on 
productivity. 
* * * 


John Hurd Associates Ltd. are 
now handling public relations and 
editorial publicity for the electric 
shaver division of Remington Rand 


Lid. 
IPA paintings 


At the first attempt, David 
Shackle, of Rumble, Crowther & 
Nicholas Ltd., had three paintings 
accepted for the Institute of Prac- 
titioners in Advertising’s art exhibi- 
tion, which closes to-day (Friday). 

a * * 


John Hurd Associates Ltd. have 
been appointed by Zimmer Ortho- 
paedic Ltd. to handle public rela- 
tions for their surgical appliances 
and scientific instruments. 

* * * 


D. A. Goodall Ltd. have been 
appointed UK _ representatives for 
Hotel Index and The International 


Directory of Travel Agents, both 
published by Elwood M. In; uc, 
in California, USA. 
* * * 
Changes of address: George 
Bartram Press Relations anisa- 
tion to Empire House, Gt. Charles 


Street, Birmingham; British Road 
Federation to 26 Manchester Square, 
London, W.1. 
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New bacon symbol 


Agents Erwin Wasey & Co., Ltd., 
have created for the Bacon Informa- 
tion Council a new symbol for their 
advertising. The symbol is in the 
form of a stylised pig (above). It is 
being used both in connection with 
the current campaign which features 
bacon for children, building workers, 
etc. 


The campaign is using large 
spaces in the national press and 
national magazines. 


Stanley tools ads at 


home and abroad 


The Stanley Works (GB) Lid. 
are shortly to launch their largest 
ever sales campaign for hand tools. 
The appropriation provides for 
national dailies, weeklies and lead- 
ing trade and technical journals. 
A separate consumer and trade press 
campaign is being launched in Aus- 
tralia and trade campaigns will 
appear in the four Scandinavian 
countries as well as in Belgium, 
Switzerland and Holland. 


The promotion is being handled 
by agents Alfred Bates & Son, Ltd., 
who are also handling a public 
relations and editorial drive in this 
country. 


Current Advertising 


First consumer 
Hadrian and 


For the first time ever, Smith & 
Walton Lid. are to advertise 
nationally Hadrian gloss and 
Synflat PVA emulsion paints, 
which, the company states, are 
available for the first time “in 
popular-sized tins for the home 
decorator.” 

The first-ever consumer campaign 
for these products, which starts at 
the end of February, will use heavy 
press and film advertising. On the 
press schedule are the Daily Mail, 
Daily Express, News Chronicle, 
Daily Herald, Homes & Gardens, 
Ideal Home, Good Housekeeping, 
Radio Times, Everybody's, John 
Bull, Illustrated, Picture Post, and 
the trade press. 

A filmlet will be shown in 150 
cinemas throughout the country, and 
retailers are being offered shade 
cards, leaflets and display material. 
‘ame are Saward, Baker & Co., 

td. 


Tractor account 


appointment 


John Benington Ltd. have been 
appointed to handle advertising for 
the Caterpillar Tractor Co. Ltd., 
who are planning to build a new 
~ factory in Scotland for the 
full-scale production of caterpillar 
tractors in the UK 

Starting this week a special adver- 
tising campaign using half-pages in 
The Times, the Financial Times. 
Daily Express, Daily Telegraph and 
other national dailies, together with 
spaces in industrial magazines, is to 
be launched. 


advertising for 
Synflat paints 


| Gift coupon scheme 
| for cigarettes 


Advertising in the London even- 
ings, provincial press and women's 
magazines is under way for Exclu- 
sive cigarettes, made by Geo. 
Jackson & Co., Luton. The adver- 
tisements publicise the free gift 
coupons that are being given away 
with every packet of cigarettes. 


Gifts available include a brush 
and comb set, four-piece Pyrex set, 
and a wrist watch. There are also 
lighters, radios and other gifts. 
poms are Don Earl Publicity Lia, 

uton. 


Heavy campaign for 
Ekeo radio and TV 


An extensive press advertising 
campaign covering Ekcovision and 
Ekco radio receivers is to be 
launched by K. Cole Ltd. 
shortly. Large spaces, including 
half-pages, will appear in nearly 
every daily and evening newspaper 
throughout the country, as well as 
in a number of weekly newspapers, 
particularly those in the area 
covered by ITA’s Birmingham 
transmitter. 


Ekco dealers are being advised to 
make a special feature of these 
receivers in their windows and show- 
rooms. Agents are Willings 
Service Ltd. 


CURRENT ADVERTISING AT A GLANCE | 


Accounts 


CATERPILLAR TRACTOR CO., 
LTD., for John Benington Ltd. 
Campaign using large spaces in 
The Times, Financial Times, 
Daily Express, Daily Telegraph, 
and other national dailies, also 
spaces in industrial magazines. 

G. FREED & CO., LTD. manu- 
facturing jewellers for David 
Macaulay Advertising Ltd. Cam- 
paign using national newspapers 
and magazines. 

ROYAL AGRICULTURAL 
SOCIETY OF ENGLAND; 
NORMAN HARTNELL JEWEL- 
LERY CO. LTD.; DUNNS 
FARM SEEDS LTD.; HILL- 
THOMSON & CO. LTD. 
accounts for James A. Hodgson 
Ltd. 

BURKE PUBLISHING CO., LTD., 
for Bridgemore Advertising Part- 
nership Ltd. 

DARGUE BROS. LTD.; ARTHUR 
DIXON & CO., LTD.; FRANK 
FORD (AIRCRAFT COM- 
PONENTS) LTD.; HENRY 
GOODWIN (BRADFORD) 
LTD.;: KEIGHLEY PAPER 
MILLS LTD. ; T. G. H. ORGAN- 
ISATION LTD., accounts for 
Chapmans Advertising Ltd. 

RAWSON SHOES, for Domas Ltd., 
Dublin. 

RIBENA (Beecham Foods Ltd.) for 
the J. Walter Thompson Co. Ltd. 


AIRCRAFT-MARINE PRODUCTS 
(GREAT BRITAIN) LTD., an 
associated company of Aircraft- 
Marine Products Inc,, USA.. 
manufacturing for the first time 
in the UK solderless precision 
terminals and connectors, for 
Allardyce Palmer Ltd. Technical 
press campaign. 


Cam 


MANSFIELD SHOE CO., LTD. 
using women’s and general in- 
terest magazines and trade press 
for new Devonshire shoes cam- 
paign. (Brockie, Haslam & Co.) 

E. K. COLE LTD. using large 
spaces in daily, weekly, and even- 
ing papers. (Willings Press Ser- 
vice Ltd.) 

STANLEY WORKS (GB) LTD., 
using national dailies, weeklies. 
and trade and technical journals, 
together with campaign in Aus- 
tralia, four Scandinavian coun- 
tries and Belgium, Switzerland 
and Holland for hand tools. 
(Alfred Bates & Son, Ltd.) 

RICHARD KLINGER LTD., using 
women’s and gencral interest 
magazines and trade press for 
Klingdecor. (C. P. Wakefield 
Ltd.) 

BACON INFORMATION COUN. 
CIL, using national press and 
magazines. (Erwin Wasey & Co., 


Ltd.) 
CUSSONS SONS & CO., LTD., 


using women's magazines and 
trade press to introduce Cussons 
Cold Cream Soap. (Richard 
Potts & Partners Lid.) 


SMITH & WALTON LTD. using | 


Daily Mail, Daily Express, News 
Chronicle, Daily Herald, Homes 


& Gardens, Ideal Home, Good 


Radio 


Housekeeping, 
4 John Bull, 


Everybody's, 
trated, 
press and filmlets for Hadrian 


Times, 


gloss and Synflat PVA emulsion | 


paints. 
Ltd.) 

GRANADA AND ABC TELE- 
VISION set conversion cam- 
paign in the North, using large 
spaces in provincial papers. (Wil- 
son Advertising Lid.) 

AUSTINS OF EAST HAM, stan- 
dard joinery manufacturers, using 
selected trade journals. (Ripley, 
Preston & Co., Ltd.) 

BRITISH TRAWLERS FEDERA- 
TION, using large spaces in 
women’s and general interest 
magazines for new fish-selling 
campaign. (Dolan, Davis, Whit- 
combe & Stewart.) 

CAN-TILE new liquid floor coating, 
using executive and industrial and 
trade press. 
Advertising Ltd.) 


(Saward, Baker & Co., 


GEO. JACKSON & CO. using | 


London evenings and provincials 
for Exclusive cigarettes. (Don 
Earl Publicity Ltd.) 


Ilus- | 
Picture Post and trade | 


(Nicholls Dorrity | 


ADVERTISER'S WEEKLY 


we, 


NEW BOND ST., LONDON W.! 
use 


FOOD 
MANUFACTURE 


to reach the 
makers 
of 
PRESERVES ~- PICKLES 
MILK PRODUCTS 
SOUPS - SAUCES etc., etc. 
for their clients 


THE BRITISH HYDROLOGICAL 
CORPORATION 


<= 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


iron ore, hydro-electric 
developments, land re- 
ion, harbours 

docks, coast defence works, 
river widening, canal con- 
struction, etc. 

MUCK SHIFTER 
and Public Works Di, 
is another publication of the 


LEONARD HILL 
CHNICAL GROUP 


CORROSION TECHNOLOGY 
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APPOINTMENTS VACANT 


COUNTRY LIFE 


invites applications from 
men aged 24 to 35 with outstanding 
sales records for the post of 


ADVERTISEMENT 
REPRESENTATIVE 


The successful applicant will be 

well educated with good personality and 
will have to conduct business at a 

high level. 


A generous salary together with a 
pension scheme make this an exceptional 
opportunity for a man experienced 

in advertising. 


Applications giving age, brief 

details of career and present salary 
will be treated in strict confidence and 
should be sent to the 


Advertisement Director, 

Country Life Ltd., 

Tower House, 

Southampton Street, London, W.C.2. 


60 


No. charge, one line plus Is. covering 


JANUARY 27, 1956 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS “oe 4s. per lime, 45s. per display panel inch. 
APPOINTMENTS WANTED, 3s. 64. per line, 


40s. per display panel inch. All other 


classifications, 4s. 6d. per line, 50s, per display =— S inch. Minimum, 3 lines. —_ 


Series rates on application : 


postage 
advertisements under seven ineestiane MUST ay PREPAID. Address * Adrontoass 's 
Weekly,”’ 180, Fleet Street, London, E.C.4. WATerioo 3388 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant : ‘‘The engagement of persons answering these yro--_ must 

be made through a Local Office of the Mini of Labour or a Scheduled Em 

ment if the applicant is a man aged 1 inclusive or 2 woman aged 

inclusive he or as he eens, © quate Rap Se Gnas of te 
Notificat'on Vacancies Order 1952.”" 


JOURNALIST 


required for 
PRESS 
RELATIONS DIVISION 


Must have excellent journal- 
istic background and initiative 
to produce top line features. 
To operate from Manchester. 
Phone, call-or write :— 
Wilson Advertising Ltd., 
Il, Peter Street, 
MANCHESTER, 2. 
Tel. No.: BLAckfriars 4446/7 


ASSISTANT 
TO EXECUTIVE 


An Account Executive in West 
End agency requires girl assistant 
of about 19 to act as clerk/copy- 
typist. This job would suit an 
intelligent copy-typist with some 
agency experience. 

Profit Sharing and Pension Schemes. 
State age, experience and salary 
required. 

Box 2906 

Advertiser's Weekly 180 Fleet $t EC4 


YOUNG GENERAL ARTIST required 
in rapidly expanding technical agency 
providing a good opportunity to make 
progress on a variety of layout and 
finished work. Should have com- 
pleted National Service. Telephone 
TEM 4152 for appointment. 


COMMERCIAL STUDIO, affiliated to 
colour -printers, require a fully experi- 
enced illustrator and general artist. 
Salary up to £900 per annum. Five- 
day week (WCI area), Full details 


to 
Box 2894 Ad. Weekly 180 Fleet St EC4 


ADVERTISING & SALES 


PROMOTION MANAGER 


Caterpillar Tractor Co., Ltd. of Leices- 

ter needs man 25-35. Good salary, 

permanent position. Phone 

M. j. Smith, The Dorchester. 
MAY 8888. (Ext. 352). 


ARTIST 


for Cutouts, Showcards etc. 

Progressive Firm of colour printers in 

Central London require additional 

artist for interesting work. Apply 
Box 2902 

Advertiser's Weekly 180 Fleet St EC4 


WANTED by West Country engineers 
for own publicity department, man 
experienced in preparing roughs for 
literature and exhibition stands. 
State age, experience and salary re- 


uired, to 
Box 2897 Ad. Weekly 180 Fleet St EBC4 


OPPORTUNITIES OCCUR with a new 
export monthly for Advertisement 
Representatives; keen, young (25-30), 
experienced salesmen with drive and 
initiative. Good salary, commission 
and expenses. Telephone SLOanc 
2293 for appointment 


EVERETTS 


require 
2 or 3 good 
layout Artists 


Men who take 
pride in presentation 
of good slick roughs 

and have 

a strong sense 

of typography 


Please phone 


Miss Lines 
Studio Secretary, 
Everetts Advertising Ltd., 
10 Hertford Street, W.1 
GRO 3477 


CENTRAL ART 


AND 
Photographic Studios 


PRIOR TO REMOVAL 
TO LARGER STUDIOS 


REQUIRE 


FIRST CLASS 


LETTERING 
RETOUCHING 


AND 


GENERAL 
ARTISTS 


WRITE 
CALL OR PHONE 


R. A. TREBLE, 
309 OXFORD ST., 
LONDON, W.1. 


Mayfair 3742 


Phone vour classifieds to WAT 3388 (Ex. 25 ) 
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CLASSIFIED ADVERTISEMENTS | 


| 
IMMEDIA 


DESIGNERS REQUIRED 


A leading company engaged in the design and manu- 
facture of point-of-sale display material, require 
designers with all round point-of-sale experience, 


preferably in plastic and wire. A progressive salary 
will be offered. Full history in confidence to : 


ACRO MARKETING LIMITED, 
9 WARWICK COURT, HOLBORN, W.C.1. 


ADVERTISING DEPARTMENT ASSIS- 
TANT (male), aged 24/26, for North 
London, preferably with some experi- 
ence. Well educated and able to pro- 
duce copy in good English - 
manent, pensionable position. i- 
cations (in confidence) to give full 
details of education and experience, if 
married or si and salary required. 
Box 2900 Ad. Weekly 180 Fleet St EC4 


SECRETARY. A large Advertising 
Agency in the Holborn district has a 
vacancy for a Junior Secretary aged 
18/20. The work calls for initiative 
and offers early promotion. Worki 
conditions are . Five-day week. 
Staff restaurant. Sports club. Write, 
giving details of age, education and 
salary required, to 
Box 2898 Ad. Weekly 180 Fleet St BC4 


VISUALISER 
LAYOUT-MAN 


There is a good opportunity 
for another young man to 
develop his existing talents in 
our bustling studio. We are 
expanding fast and want some- 
one who can go ahead with us. 
Phone Art Director for appointment 
David Macaulay Advertising Ltd. 
40, Bryanston Street, W.1. 


PADgdington 0073 


PRODUCTION 
ASSISTANT 


Young man (preferably one who 
has completed military service) 
with knowledge of agency routine 
wanted for block ordering, pro- 
gressing and record-keeping. Good 
prospects. Write, giving full 
details of previous experience and 
salary required to Staff Manager, 
Gilbert Advertising Services Ltd., 
Hastings House, 10 Norfolk Street, 
Strand, LONDON, W.C.2. 


CREATIVE ARTIST required for large 
engineering company in Knightsbridge. 
The work is interesting and will com- 
prise catalogue and sales leaflet design 
and preparation of direct mail shots, 
etc. Ability to do some finished work 
an advantage Write, eo a sam. 
experience and salary 
Box 2896 Ad. Weekly 180 Fleet ‘st ‘BCS 


PROCESS ENGRAVING, ETC. Oppor- 
tunity to take complete charge of 
invoice dept. Must have first-class 
experience. Full details and salary 
required, 

Box 2893 Ad. Weekly 180 Fleet St EC4 


MAY & BAKER LTD., Dagenham, 


Essex, require an agency experienced 


Visualiser and Typographer (male) for 
journal advertisements, brochures and 
adaptations ; previous work on tech- 
nical accounts an advantage. Con- 
tributory Pension Scheme Apply 
initially in writing, quoting reference 
_No. 24, to the Personnel 

YOUNG MAN (15-16) required by City 
studio as Junior Artist. Real oppor- 
tunity for right young man to learn 
commercial art from experienced 
senior artists. ‘Phone Studio Director, 
FLEet Street 5361 for appointment. 


PUBLICITY 
OFFICER 


required for 
Commercial Vehicle 
Manufacturers 
(South of London) 
Duties to include initiation of 


nowledge 
vehicles and the ability to write 
and draw. 


Send full details to: — 
Box 2903 
Advertiser's Weekly 180 Fleet St EC4 


Stowe & Bowden 
LONDON 


have a vacancy for a 


PRODUCTION 
ASSISTANT 


This is an opportunity for a 
young Man aged between 20-25, 
who has received some initial 
training in Block Ordering, print 
and production detail to be 
Assistant to Production Manager 
in busy expanding Department. 


Write or ‘phone for appointment 


169 PICCADILLY, LONDON, 
w.! 


Tel: HYDe Park 9681 


require 


ARTIST to design films and storyboards for 
TV commercials and cinema advertising. Should be 
imaginative, but never conventional in his work; at 
the same time able to co-operate with scriptwriters and 
produce roughs quickly. He will ease the strain on our 
hard-pressed Art Director under whom he will work. 


TV TIME BUYER to anticipate the 
most valuable TV time-buys, negotiate them with 
patience and present them in sensible schedules. Should 
be prepared to face the problems of four stations and 
four contractors ; monitoring; reconciling audience 
statistics ; assisting in research projects. Some pre- 
vious experience of advertising media essential. 


ASSISTANT EXECUTIVE to work 
hard on major national accounts. Should be young and 
ambitious but tactful and devoted to detail as he will 
have to cope with the daily facts of TV and film pro- 
duction, copywriters and artists, and the usual requests 
for information. Previous advertising experience an 
advantage but not absolutely essential provided he is 
able to learn quickly. 


SHORTHAND-TYPIST to work for 


the TV Time Buyer and assist him in routine matters. 
Should not be averse to schedule typing which goes with 
the opportunity of seeing the television business at 
first hand. 


COPY-TYPIST to work on scripts, tele- 


vision and cinema schedules. We do not pretend this 
is a particularly exciting job, but our other typists seem 
tu be very happy as we try to let them see as much of the 
film and TV production as possible. 


These are all new positions, created by our expanding 
business. They will be hard work, but they will be 
well paid and offer distinct promotion opportunities 
as our business grows. If you are genuinely interested 
in doing any of these jobs of work please write can- 
didly to J. S. Beard, Managing Director. 


IMMEDIA LIMITED 
55 ST. MARTIN’S LANE, WC2 


A member of the LPE Group of Companies 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


NO DEAD-END 
FOR ARTIST 


Young artist required for studio of 
well-known Advertising Agency. 
Should be able to work from 
rough visuals and produce clients’ 
layouts and some finished artwork 
for both press ads. and print work 
in black and white and colour. 


Slickness’ with'pen, pencil or brush 
is obviously an asset. 


Salary flexible, according to stan- 
dard of applicant. This is not a 
dead-end job—for the right man 
there are good prospects of 
advancement. 5 day week. Staff 
insurance and pension scheme in 
operation. Qualifications, but no 
specimens please, to 


Box 2925 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


** The engagement of persons answering these advertisements must 

Lecal Office of the Ministry of Labour or a Scheduled Employment 

if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952.” 


LAYOUT / 
TYPOGRAPHER 
required 


ARTIST 


required for first class tech- 
nical illustration in all media. 
Five day week. Good salary. 
Permanency for right man. 
Write or phone 


by West End Advertising 
Agency to prepare quick and 
accurate adaptations of Press 
advertisements and mark- 
ups for typesetting. Good 
salary ond prospects. 5-day 


week. 
Box 2926 
Advertiser's Weekly 180 Fleet St EC4 


BATESON & STOTT, 
45/46 St. Paul's Churchyard, E.C.4 
CEN 2664. 


ADVERTISING ASSISTANT aged | ASSISTANT required in advertising 


A VACANCY occurs with a large firm 
of manufacturing chemists in outer 
London for a well-educated man or 
woman, 22-30 years of age, preferably 
a University graduate. The success- 
ful applicant will be required to write 
editorial material for a variety of pro- 
ducts, including horticultural, agricul- 
tural and photographic groups. Ex- 
perience in press relations would be 
useful, but is not essential if an appli- 
cant has the right personality for such 
work. The post will give interest and 
— to a person of ability 
who intends making a career in this 
field. Salary according to age and 
experience. Apply, initially in writing, 


to 
Box 2850 Ad. Weekly 180 Fleet St EC4 


30/35 required in London by large 
manufacturing concern. This opening 
in the technical field of advertising 
calls for a really versatile ideas man 
with competent layout and copywriting 
ability. Five-day week Luncheon 
vouchers. Pension fund. Full details 
of experience and salary expected, to 
Box 2895 Ad. Weekly 180 Fleet St EC4 
ADVERTISEMENT REPRESENTA- 
VES already handling trade or tech- 
nical publications in Midlands, 
Northern Counties and Scotland, 
required by new engineering journal 
growing fast and backed by first-class 
ublicity campaigns. Commission 
asis. Excellent prospects. Apply to 
Advertisement Director, stating age, 
experience, and present representation. 
Box 2834 Ad. Weekly 180 Fleet St EC4 


department of well-known commercial 
vehicle manufacturer Knowledge of 
motor industry and ability to write, 
without close supervision, copy of a 
semi-technical nature for sales litera- 
ture, sales promotion folders and press 
releases, etc., preferred Knowledge 
of production work desirable. New 
appointment offering scope for a keen 
man in a rapidly expanding organisa- 
tion Salary commensurate’ with 
qualifications and experience. Pension 
scheme and all facilities Apply to 
Personnel Manager, Chrysler Motors 
Ltd., Mortlake Road, Kew Gardens, 
Richmond, Surrey 


CREATIVE ARTIST (IDEAS MAN), 
capable of suggesting designs for show- 
cards, catalogue covers, displays, 


PRITCHARD, 
WANT A 


Sales 
Man 


Our Sales Promotion 


Agency. Knowledge 
through Grocers, an 


Please write fully to 


for an Assistant aged 24 to 30. This is a fine 
opening for a man already interested in this 
expanding side of Advertising Agency 
practice. He should have some experience of 
Sales Promotion in the Sales Dept. of 

a Manufacturer or in an Advertising 


giving experience, age, and salary required. 


F. C. Pritchard, Wood & Partners Ltd., 
25, Savile Row, London, W.1. 


packaging materials (including labels, 
cartons, box tops and wrappers). Wide 
knowledge of variety of processes an 
advantage. Walsall Lithographic Co. 
Ltd., Midland Road. Walsall. 


ARTISTS in Lettering or Layout wanted 
by old-established Studio offering 
pleasant working conditions. Appli- 
cants must be capable of earning high 
salary. H. & A. Dix Ltd., 12 Great 
Newport Street, W.C.2 


wooD 


JANUARY 27, 1956 


APPOINTMENTS VACANT 


LARGE PUBLISHING 
HOUSE 
require 
FIRST-CLASS 
SECRETARY 


Age 25/30, for Advertisement 
Manager. Advertising 
perience essential. Apply 


ex- 


Box 2923 
Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL WRITER. Experience 
in technical journalism or technical 
copywriting is the qualification for this 
appointment in the Publicity Depart- 
ment of a Company making resins and 
adhesives for many industries _ 
technical qualification, especially in 
engineering or chemistry would be 
helpful. Pension scheme'and canteen 
facilities are available. Please write, 
Stating age, and enclosing s imens 
of published work, to Aero Research 
Ltd., Duxford, Cambridge 

SMART LAD required for Advertising 
Department of Prominent Engineering 
Company. Apply in writing to The 
Wellman Smith Owen Engineering 
Corporation Ltd., Parnell House, 
Wilton Road, London, S.W.1. 


Promotion 


ADVERTISING 
MANAGER 
required for 
BENTALLS 
KINGSTON-ON-THAMES 


Department has a vacancy 


Production experience 
essential, and knowledge 
of Department Store 

of products selling » 


advantage. requirements an advantage. 


Good Prospects and 
the Personne! Manager 
Remuneration. 


Superannuation Scheme. 


Write, giving full details 
of experience and age to 


Managing Director. 


R.C.N. 


require experienced lettering 


and layout man, able to 
progress quickly and clearly, 
agency visuals to client's 
rough stage. Ability to work 
in all mediums is essential 
and preference will be shown 
to applicants able to tackle 


finished work when required. 


Apply :— 


Art Director, 
Rumble, Crowther 
& Nicholas Ltd. 
184 Strand, W.C.2. 


Phone your classifieds to WAT 3388 


(Ex. 25) 
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APPOINTMENTS VACANT 


ADVERTISING 
MANAGER 


independent London Mail Order 
organisation requires manager for 
advertising department. 


Work consists mainly of production of 
twice yearly fashion and general goods 
catalogues, each edition having between 
150 and 350 pages, most of them fully 
iMustrated in four colours. Salary 


ate with resp bility. 


Persons with appropriate experience 
of production techniques either in 
U.K. or abroad should in first instance 
write to 
The Secretary (A.W.), 
Freemans (London, S.W.9) Led. 
139, Clapham Road, London, S.W.9, 
giving full details of themselves, 
including age, experience and present 
salary. 


63 


CLASSIFIED ADVERTISEMENTS 


YOUNG MAN required new Advertis- 
ing Department about to be estab- 
lished near Coventry. Must have 
knowledge press layouts, literature 
Line drawing experience essential. 
Successful applicant will be trans- 
ferred to subsidiary company as ane 
ager. Commencing salary £500-£600 
with other advances 
Box 2822 Ad. Weekly 180 Fleet St BC4 


HAWKE STUDIOS LTD. 
WANT 


ARTISTS 
GOOD ARTISTS 


VERY GOOD ARTISTS 


LETTERING + LAYOUT + STILL LIFE & FIGURE 
START 1956 IN A PROGRESSIVE STUDIO 


NORMAN BANNISTER 
HAWKE STUDIOS LTD. 
22 CHENIES ST. W.C.! 
Phone MUSeum 7441-1181 


Write, phone or call 


CO?PY/LAYOUT MAN 


GENERAL 
& LETTERING 
ARTISTS 
urgently required 


to work in modern West End Studio. 
Experience essential, interesting and 
varied work on important national 
accounts. Top salaries and conditions 
offered to the right applicants. 
Apply 

Box 2747 


Advertiser's Weekly 180 Fleet St EC4 


required by 
small agency We do not require a 
man who has specialised as a 
Visualiser or a Copywriter, but one 
who can create layouts and write the 
copy for press ads, leaflets, folders, 
etc., for a variety of medium-sized 


accounts Similar agency experience 
essential. Permanency with prospects 
Write -_ details, age, suggested 
salary, 


Box Sond "ad. Weekly 180 Fleet St EC4 


SENIOR ADAPTATION ARTIST to 


take charge of small adaptation group 
working on London accounts: Five- 
day week. 

Box 2904 Ad. Weekly 180 Fleet St EC4 


DESIGN RESEARCH UNIT have 


vacancy for young Graphic/Display 
designer. Training essential, some 
experience preferable. Write to the 
Business Manager, 37 Park Street, 
London, WI. 


FIRST-CLASS LETTERING ARTIST 
Studio in 
Holborn area We offer a good 
ideal working conditions, and 
pension to the 
Why not call and discuss 
Please write in 
stating age, experience 


required by expanding 
salary, 
a non-contributory 
right person 
the position with us. 
first instance, 
and salary required, to 


Box 2874 Ad. Weekly 180 Fleet St BC4 
MARKET RESEARCH department of 
large London Advertising Agency has 
vacancy for a research executive with 


previous agency experience. 


position advertised offers scope for 
initiative in a cheerful and progressive 
atmosphere. Pension fund, etc. Apply 

Fait a of education and 


with 
experience. 


Box 2841 Ad. ° Weekly 180 Fleet St EC4 


VERSATILE 
ARTIST 


for well-known progressive pro- 
vincial agency. Senior position. 
Attractive remuneration, etc. 
Write in confidence giving full 
details to: 


Personnel Manager, 
Design Advertising Ltd., 
Cavendish Chambers, 
The Headrow, Leeds, 1. 


PROCESS 


VACANCY for advanced Publicity 
Manager with knowledge of press and 
ideas for advertising. Responsible 


position at Billy Smart's Circus, Wink- 
field Zoo, Windsor. Mark envelope 
Advance Publicity Manager. 
ENGRAVERS offer re- 
munerative position to live represen- 
tative with established connection. 
Sound service and quality assured. 
Art Reproduction Co., Ltd., 7 Plough 
Place, EC4 


PHOTO-OFFSET COLOUR PRINTERS 


oducing Showcards, Cut-outs and 
Bisplays require creative artist with 
ideas, specialising in int of sale 
advertising material. rite, stating 
age, experience and salary expected, to 
Box 2821 Ad. Weekly 180 Fleet St BC4 


EXPORT ADVERTISING 
ASSISTANT 


required by 

The Avon India Rubber Co. Led., 
Melksham, Wilts. 

Duties include distributor corres- 
pondence, production of press and 
print and liaison with Export Division. 
Write to Publicity Manager with full 
details and salary required. 


Box 2901 
Advertiser's Weekly 180 Fleet St EC4 


JOB WITH SCOPE. 


ASSISTANT (male) required for book 


production and photographic depart- 
ment of publishing firm. Knowledge 
of lay-out necessary, Apply 

Box 2910 Ad. Weekly 180 Fleet St BC4 


Publicity Depart- 
ment of large manufacturing electrical 
undertaking in London offers excep- 
tional opportunity to a young, ener- 
getic advertising man (age 24-27), 
whose previous experience in printing 
production and technical press adver- 
tising has been gained mainly in a 
well-organised Publicity Department of 
a large company handling technical as 
well as consumer products. Salary 
£650 per annum to commence. Par- 
ticulars of experience, please, to 

Box 2913 Ad. Weekly 180 Fleet St EC4 


RETOUCHING 
ARTISTS 


required by 


STUDIO 
IRWIN 


Experience in colour work an advantage. 
Fine opportunities for the right men. 
Write or telephone Art Director for 
appointment. 


oe Irwin Led., 


= Picea 414i. 


Ww.c.2. 


... you the person who can help us? 
Can you produce good finished 
lettering and a reasonable standard 
of general artwork ? Do you wish 
to join an expanding West-End 
studio working on National 
accounts, or would a desk-space 
arrangement suit you? If this 
interests you and you are seeking 
first-class conditions, please write 


Box 2905 
Advertiser's Weekly 180 Fleet St EC4 


LETTERING 
ARTIST 


REQUIRED 
for studio of London 
Agency. 
5-day week. 
Please write 
Box 2829 
Advertiser's Weekly 180 Fleet St £04 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ARE YOU 
A TOP 
FLIGHT 


ARTIST? 


This studio is manned by 
young men who work in 
an easy, friendly atmos- 
phere on accounts whose. 
names (and artwork) 


command respect. 


Weareexpanding quickly 
and want some more 
men of outstanding abil- 
ity, particularly LET- 
TERING, STILL LIFE 
and GENERAL artists. 


If you are thinking about 
and would like a secure, 
well-paid job in an or- 
where the 
standards are very high 
and the prospects pretty 
near boundless, we should 
like to hear from you. 


ganisation 


Phone or write for an 


interview. 


Come to Judd’s to go 
places. 


DAVID JUDD 
ASSOCIATES LTD. 
3, Albemarle Street, W.1. 


PHONE MAY 5162 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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RETOUCHERS 
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APPOINTMENTS VACANT 


MEN’S FASHION and 
FIGURE ARTISTS 


Excellent conditions. 5 day week. Top 
wages. 
Write stating qualifications and salary 
required to Studio Director, 
ERNEST G. EVANS, LTD., 
210 STRAND, W.C.2., 
or phone FLEet St. 8301. 


: 


is excepted from the 
Netification of Vacancies Order 1952.” 


STILL LIFE and APPOINTMENTS VACANT . AN OPPORTUNITY 
ae smaton Vans: “ Te sagngmman of psins 


advertisements must 
Em 


GENERAL ARTIST required for Pub- 
lishing House Studio, capable of pro- 
ducing layouts, good lettering and 
finished artwork (figure-work not 
essential). Agency experience an 
advantage ; 5-day week, 9.30 a.m. to 

Write, giving details of 

age and salary, etc, to 

Staff Director, Morgan Bros. (Pub- 

ra | Ltd., 28 Essex Street, London, 
W.c.2 


STUDIO LORAYNE LTD. 


Require an artist for interesting general 
work on well known accounts including 
make-up and adaptation 


GER 7934 
41/45 BEAK STREET, W.! 


GENERAL ARTIST 


required for West End Advertising 

Agency. At least 5 years Agency ex- 

perience essential. 

Phone: Grosvenor 6744. A.T.A. Ad- 

vertising Ltd., 141, New Bond St., 
on, 


SHOE 


FIRST-CLASS RETOUCHER 


with some general drawing ability to 
work on National Accounts. 5 day 
week. Bonus. Telephone HOL 1676 


ARTIST. Hoover Ltd. require a 
General Artist (male or female) for 
internal publicity in their factories. 
Wide range of work including posters, 
brochures, etc, Training and experi- 
ence in lithography, layout, design 
and silk-screen printing required. 

ly in writing, giving full details 
ee & taining and experience, to 
Employment Officer, Hoover Ltd., 
Perivale, Greenford, Middlesex. 


ARTISTS, SENIOR AND 
JUNIOR, who would welcome the 
opportunity of working with the 
largest group of shoe specialists in 
London are invited to apply to Tech- 
nical Artists Ltd., 104-112 Marylebone 
Lane, W.1. Evening appointments 
can be arranged. 


STUDIO BOY REQUIRED, good 


opportunity for boy aged 15 years, 
just left school or about to. lease 
“phone Alfred Levy, GERrard 1516. 


TECHNICAL ILLUSTRATOR required 


by expanding company. Experience of 
cut-away and exploded drawings essen- 
tial. Examples of colour and air 
brush work preferable. We will con- 
sider assisting with accommodation. 
our studio being situated about 40 
minutes’ train journey from London. 
Box 2911 Ad. Weekly 180 Pieet St EC4 


SENIOR AND JUNIOR RETOUCHING 


ARTISTS (figure, general or mech- 
anical) are offered permanent positions 
with good rates of pay in our modern, 
light and airy studios. Apply : Tech- 
nical Artists Ltd., 104-112 Maryie- 
bone Lane, WI. Evening appoint- 
ments can be arranged. 


TYPIST /ASSISTANT to Space Buyer. 
Must have agency experience. Five- 
day week ; luncheon vouchers. Details 


to 
Box 2929 Ad. Weekly 180 Fleet St BC4 


LETTERING/LAYOUT ARTIST for 
lithographers, capable of taking charge 
of small department. Write, stating 
salary and experience, to Litho Plates 
Ltd., 2 Bedfordbury, Strand, W.C.2. 

SPACE SALES. Group of five old- 
established trade and technical 
journals of excellent reputation and 
acceptance, requires young and 
energetic man for London and 
Southern Counties. Sole representa- 
tion, Salary according to experience, 
plus expenses and commission. Write 
fully to 
Box 2930 Ad. o. Woskiy 180 ) Pes St EC4 


YOUNG LADY required by RPA to 
train for progressive position in space 
buying department. No experience 
necessary but shorthand/typing an 
advantage. Please write to 
Box 2932 Ad. Weekly 180 Fleet St EC4 


A monthly magazine, estab- 
lished for over 12 years and 
directed to boys between the 
ages of 14 to 18, is prepared 
to consider the appointment 
of an agency to handle the 
selling of its advertisement 
space. The magazine circu- 
lates in the United Kingdom 
and all countries of the Com- 
monwealth. 

Applications in the first place, 
accompanied by copies of 
magazines already handled, 
should be addressed to 


Box 2907 
Advertiser's Weekly 180 Fleet St EC4 


PROCESS ENGRAVERS require order 
clerk, experienced process, type-setting 


and foundry. Art Reproduction Co., 
Ltd. CITy 7177. oy 
ADVERTISEMENT MAKE-UP 


DEPARTMENT of trade journal pub- 
lishers require Assistant. This is an 


interesting position for intelligent 
person who can t Write, stating 
age, experience, if any, and salary 
required, to 


Box 2914 Ad. Weekly 180 Fleet St EC4 


FIRST-CLASS, ALL ROUND ARTIST 
required for studio. Write, giving full 
details and salary. 

Box 2931 Ad Weekly 180 Fleet St EC4 


WEAR 


WOMEN’S 


ADVERTISING 


A vacancy occurs for a layout man 
with a lively mind and an ability 
to plan and design complete 
fashion promotions. A sound 
knowledge of agency practice and 
advertising processes is essential. 
Please write (no specimens at first) 
giving a full account of previous 
experience to:— 


Box 2924 
Advertiser's Weekly 
180 Fleet St EC4 


level). 


Group. 


The Theatre Division 
of the 
Rank Organisation 


A personal Assistant is required 
to the Publicity Controller 


This is an important appointment for a man 
with all-round knowledge of the publicity 
and advertising fields, sound -and original 
creative ideas and experience of admini- 
stration (probably on an assistant executive 


It offers an immediate position with plenty 
of scope for advancement to senior executive 
level within the companies of the Rank 


The successful applicant will probably be 
in the 30 to 40 age group and the salary 
will be proportionate to his past experience 
and present capabilities. 


Apply by letter to the 
PUBLICITY CONTROLLER 
CIRCUITS MANAGEMENT ASSOCIATION 
I! BELGRAVE ROAD, LONDON, S.W.! 


Phone your classifieds to WAT 3388 (Ex. 25) 
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JANUARY 27, 1956 


. ACCOMMODATION 


LIGHT STUDIO, off Trafalgar Square, 
independent, separate entrance, avail- 
able for General Artist. Rent £1 
(against work, if wanted). ; 
COV 2731. 


STUDIO ACCOMMODATION compris- 
ing approximately 250 sq. ft. urgently 
required in Central London. 

Box 2919 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


WOMAN 
ORGANISER 


free mid-February, offers her 
services for temporary or 
interesting permanent post. 

Linguist (French, German, some 
Dutch), all secretarial work. 
Reliable, efficient, discreet and 
intelligent. Unusually good 
references. Please write to 
Box V. 101, c/o Streets, 110 
Old Broad Street, E.C.2. 


CLASSIFIED ADVERTISEMENTS 
[APPOINTMENTS WANTED | 


APPOINTMENTS WANTED 


FREELANCE VISUALISER. 


YOUNG LADY (22) illustration artist 
seeks interesting position in studio 
where originality and sense of design 
is appreciated Has some studio 
experience and knowledge of typo- 
graphy. 

Box 2899 Ad. Weekly 180 Fleet St BC4 


WANT TO SELL SPACE. Age 22, 
considerable selling experience. 
Box 2891 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN, 23, seeks position with 
prospects. First-class experience Dis- 
Classified and Financial adver- 
departments. (Make-up, 
progressing, block ordering, 1 
chasing, proof reading, liaison with 
inters and clients.) 
Box 2890 Ad. Weekly 180 Fleet St BC4 
LAYOUT MAN/VISUALISER — with 
diploma, some Studio experience, good 
ideas, desires position in London 
A “ 
Box 2782 Ad. Weekly 180 Fleet St BC4 


“HAND-PICKED” SECRETARIES 
available.—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3. 


ADVERTISING PRACTITIONER of 
some years’ experience and of good 
report wishes to be associated with a 

ogressive London agency. 
Box 2927 Ad. Weekly 180 Fleet St EC4 


ANAEMIC ? Is your Sales Promotion 
lifeblood starved for lack of creative, 
original, critical and administrative 
ability combined with wide commercial 
and theatrical experience? I have 
also mature judgment and you will 
lose nothing by secing me. You may 

in a great deal. 
x 2928 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED ADVERTISING MAN 
AVAILABLE, The reason why can 
be discussed. A wealth of experience 
behind me—I am creative, a known 
writer, a contact man—by no means 
at all a newcomer to marketing and 
sales promotion. My energy and 
enthusiasm are a pleasure to myself. 
So—should welcome a contact. 

Box 2909 Ad. Weekly 180 Fleet St BC4 


SPACE BUYER, 00d all-rounder, 
National and Technical accounts, seeks 
progressive position. Willing to work 
as assistant SB to commence. 

Box 2921 Ad. Weekly 180 Fleet St BC4 


KEEN YOUNG GIRL with 2 years’ 
advertising experience and surface 
knowledge of production, requires 
interesting post in advertising agency, 
where this knowledge and 
abilities as a good secretary/shorthand 
typist can be used. 

Box 2918 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTA- 


TIVE (34), own car, experienced in 
engineering and export fields, seeks 


ition with prospects. 
Box 2917 Ad. Weekly 180 Fleet St BC4 


Phone 


FREELANCE LETTERING 


EXPORT ADVERTISING ... 


. .. is my forte. Trained by one of the largest adver- 
tising agencies, I am widely travelled and have had 
genuine advertising experience in overseas markets 
whilst working in executive capacities for eleven years 
in Advertising, Sales and Public Relations. 

I seek a top appointment with a progressive 
organization (manufacturer or agency) that recognises 
experience, drive, initiative and loyalty and is prepared 
to pay well for a strong addition to its export team. 
Highest qualifications and references. Write : 

Box 2908 


Advertiser’s Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


BUSINES‘ 


J°PORTUNITIES 


FREE LANCE SERVICES 


EFFICIENT SECRETARY, own West 
End office, requires freelance work. 
Box 2816 Ad. Weekly 180 Fleet St EC4 


Sugeges- 
roughs, etc. 
Fully experi- 


tions, visuals, clients’ 
Any creative advertising. 


enced. 
Box 2915 Ad. Weekly 180 Fleet St BC4 


GREETING CARD 
ARTISTS AND DESIGNERS 


Greeting card manufacturers 
wish to contact artists able 
to design attractive cards — 
Christmas, Birthday and 
Special Occasion—suitable for 
general market. Novelty of 
design andjor fold of card 
particularly interesting. Roughs 
or artwork should be sent for 
consideration to 
A. MASON & CO. LTD. 


207 ST. JAMES’S ROAD 
CROYDON -+- SURREY 


; wanted. 
— service. Please telephone KNI 


RETOUCHER, FREE LANCE, longs 


experience, seeks new contacts. 
Box 2920 Ad. Weekly 180 Fleet St BC4 


15 King Street, Covent Garden, 
W.C.2. TEM 6491. 

EXPERT DESIGNER & | 

ARTIST (MSLA)  secks freelance 


work 

Box 2922 Ad. Weekly 180 Fleet St BC4 
CONTACTS WANTED. Display manv- 
facturer like to meet one or 

two -— XK on a commission 
basis. CAN 1138 (evening). 


FREE LANCE SERVICES 


FREE LANCE ARTIST, 20 years’ ex- 
perience Exhibition, display and 
general work. Tel.: CUN 0918 


PRINTERS 


OFFSET LITHO PRINTING. High 
quality work. Good delivery. The 
West Yorkshire Printing Co., . 


Messrs. F. C. Newman & le 
Battersea Park Road, S.W. Batter- 


B SALES AND WANTS 


| 


IMPERIAL MODEL COPYCAT 
42 in. rotary automatic drier and f 
equipment. In good condition. 1 
£150 or near offer. View London, 


EC2 
Box 2892 Ad. Weekly 180 Fleet St BC4 


MISCELLANEOUS 


PLASTOIC BINDING. Prompt service 
now offered including —— etc. 
Trade enquiries welcomed. bee 
Griffith & Sons Lid., 154 Clerkenwell 
Road, E.C.1. TERminus 7363. 5 

YOU'VE PROBABLY USED SHANK’S 
PONY but have you ever used Shank’s 
Plantin ? And what is its connection 
with music? If you'd read Printing 
News last week your typographical 
one-upmanship would have been im- 
proved. Get a copy today. 


PERSONAL 


ENQUIRY. Can any reader please give 
f 


Terston Products, 
makers of 
Write E. T. Harrington, oO! 
Manufacturing Co., Ltd., Chelmsford. 
Would recompense for troubic. 


TENDERS 


TYPOGRAPHERS 
VISUALISERS 
LAY-OUT ARTISTS 
COPY WRITERS 
PRODUCTION MEN 


Have you decided to do better 
for yourself in 1956 ? 


More money or perhaps just better 
conditions. 


Now is the time to start ‘opera- 
tions’—we make it easy for you. 


There are NO FEES to pay. 
Ring CHAncery 2550 
STAFFS ORGANISATION, 
lil High Holborn W.C.I. 


ARE Continental or American Monu- 


facturers using mew packs for their 
processed foods ; or selling soft drinks 
in differently shaped bottles? You 
will find the answers to these and 
many other questions through “‘Adver- 
tisement Parade,’ which offers each 
month 1,000 new advertisements from 


those countries (UK covered, too). 
Ask for your to-day ; cost 8s. 
“Advertisement Parade,”’ 62 Oxford 


Street, W.1. MUSeum 9072. 


SOLE DIRECTOR of expanding Direct 


Mail Agency with all required re- 
sources, offers excellent opportunity 
to man of ability able to service pros- 
pective clients and produce new busi- 
ness Possibility of directorship to 
right man. Details of past experience 
in confidence to 


Box 2916 Ad. Weekly 180 Fleet St EC4 


USE OUR LONDON OFFICES. Mes- 


sages taken, post handled, interview- 
ing facilities, inquiries dealt with, 


Secretary available, etc. Contact 
ELEN 361 Oxford 
"Phone: MAYfair 


London, W 
5237/5133 


SPEEDY PRINT SERVICE 
for all Ad and Sales literature. 
T Quality White and 
Colour photo litho. 

GOTHIC PRESS LIMITED 


COURSES 


Town Hail, 
BRIDLINGTON. 
17th January, 1956. 


BOROUGH OF BRIDLINGTON 
PRINTING AND SUPPLY OF PROGRAMMES 


TENDERS are invited for the printing and supply of 
approximately 100,000 programmes for the Entertainments 
Department of the Corporation during the period from 
Ist April, 1956 to 31st March, 1957, approximately. Further 
particulars and Form of Tender may be obtained from the 
undersigned. Tenders to be received by 8th February, 1956. 


S. BRIGGS, 
Town Clerk. 


1.C.S. 
DOES IT AGAIN! 


In the May 1955 A.A. Exams. 
LCS. Studen 


Two good passes in Division ‘“D”’ 

Second place in Division “*C”’ 

Three good passes in “— 

Three good passes in Division*'A"’ 
Twenty-two per cent of all successes 
were gained by LC.S.-Trained men. 
Year after year 


Write 

able “Sat aa 

SCHOOLS, international Buildings, 
Kingsway, London, W.C.2 


your classifieds to WAT 3388 (Ex. 25) 
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*'We coach all A.A. & LP.A. Candidates . 
until successful. Specialised training 
also available in Commercial Art, mi 
a Poster Design and Let- : 
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Advertiser's 
Weekly li 


S5/- (overseas) 


STOP PRESS 


PRINT DISPUTE 


(Continued from page 3) 


NEWS CHRONICLE 


| 
ABC July-December daily net sale 1,272,800 sine 


ABC DECEMBER daily net sale 


increases which would involve still 
further rises in costs and 


Joint labour committee of News- 
A paper Society and BFMP will meet 
5 5 rward to the 


tives of Nhe TA et LT Lis. 
KR rnis is the first full month since the _ POSTER RATES UP 
News Chronicle and Manchester Daily Dispatch 


appeared as a combined paper. 


WILLIAM MEMORY * ADVERTISEMENT DIRECTOR 


"Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C-2. the proprietors, Business Publications Limited, 
a See Sie aoa koe Bistana ‘Ow erloo 3388). 
Advertisement, Béitorial. and Sales office: Mercury House. try a Road, yo S.E.1 (Waterloo 3388). 


” 
a 
a ee 
i AT G.P.O. AS A 
- NEWSPAPER 
ee ———————————————— — -——- ] 
= P| 
== es 
it - 
= that there had been instances of 
a _ blocks made in the provinces and 
Fam sent to periodicals in London and 
— | incident peg 
a caused a misinterpretation of 
s LTS and TA rulings and in some 
ae: cases resulted in advertisements 
ps: be obtained in time. 
“ils Agencies have also reported these 
difficulties to the Institute of Prac 
5 titio mn Advertising, who have 
- representatives to fol- 
: roper instructions. 
F A spokesman said this 
: t they hoped an early 
A would be reached so J 
oh tle as possible damage to 
; and advertisers was done. 
E agencies had been asked to j , 
standing advertisements 
a . possible to ease the : 
ie FMP and the Periodical 
5 rs’ Association have both 
“a ~~ “eee that delays are inevit- 
2 oa = e 
ee The BFMP said: “ Offers of sub- 
: stantial increases in wages have been 
# made to both unions, and it would 
tf be against the long-term interests of 
7 the industry’s customers and against 
as the national interest to offer further 
. 1 ee 
Ps 
ay : respective councils. Understood 
a Ministry of Labour officials hope 
. 
aa 
E on 
i be 
re of 
by Edward Turner, publicity and 
’ ee public relations oficer for Weston 
as. super-Mare, elected chairman of the 
x 4 Officers. “4 
ig Asumgumente for uasheting and 
i distribution of English cheeses have 
2 been facilitated by agreement be- 
= tween National Milk Publicity 
Council, Cheese Manufacturers’ 
ae Associations and Factors’ Associa- 
* ares ee tions, to form English Country 
a Cheese Council. Council’s main 
— concern initially will be to co-ordi- 
ae nate production with demand and 
ae to develop the market for all varie- 
a ph 
ae ore 
a Council and the newly - formed 
- ' Publicity Council. 


